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: THE NATIONAL NEWSPAPER OF MARKETING 


Finances ‘Will Be Strengthened’: Smith ... 


8 Esty Execs 
Join Board in 


‘Rejuvenation’ 


Madison Ave. Rumor 
Says Group Is Buying 
Houlahan’s Interest 


New York, Dec. 14—In a move 
designed to siphon “young blood” 
into the agency’s top management, 
William Esty Co. today named 
eight of its executives to a newly 
enlarged 1l-man board of direc- 
tors. 

Since May, Esty has lost an es- 
timated $15,000,000 worth of 
Colgate-Palmolive business and a 
sizable chunk of General Mills— 


(Continued on Page 93) 


Union Oil Drops 
Outdoor Medium 


as Auto ‘Hazard’ 


Traffic Safety Charge 
Draws Hot Replies from 
Coast Group and OAAA 


Los ANGELES, Dec. 13—Union Oil 
Co. has cancelled all of its outdoor 
advertising for 1957. The fact that 
the company was stepping away 
from outdoor after 27 years of con- 
tinuous use of the medium has been 
kept pretty much under cover. 

The first official statement by 
the company was made in a recent 
bulletin to employes signed by 
Reese H. Taylor, board chairman. 

After explaining that the com- 
pany cancelled all its outdoor 
advertising last September, and 
that the company’s 1957 plans do 
not include the use of outdoor, Mr. 
Taylor said that the money the 
company has been spending an- 
nually for outdoor advertising “will 
now be used to increase our news- 
paper advertising campaign.” 

In 1955 Union Oil] ranked 34th 
among the 100 leading users of out- 
door, with an expenditure of $769,- 
451. In 1954 it ranked 39th, with 
an outdoor budget of $696,817. 


® Two factors were of primary 


~ concern to the company in reaching 
the decision to abandon outdoor 


advertising, Mr. Taylor said. “First 
was the traffic hazard, which a 
great many experts have indicated 
billboards tend to increase. Second 
is an apparent and growing resent- 
ment on the part of many people 
and residential communities to ob- 
scuring our natural beauties with 
this type of advertising. 

“As a company serving the mo- 
toring needs of the public,” Mr. 
Taylor says, “it did not make good 
sense for us to continue to use an 
advertising method which was ap- 
parently becoming offensive to 
many of our customers and pros- 
pects and which, in the opinion of 
some experts, represented a hazard 
to them.” 

The California Council of Out- 


(Continued on Page 93) 


New Armour Units 
to Handle Marketing 
in Decentralization 


Cuicaco, Dec. 14—In a move 
toward decentralization, Armour & 
Co. has established two regional 
operations, one on the West Coast 
and the other in the Southeast. 

Instead of reporting directly to 
Armour’s main office here, Armour 
personnel in the two newly created 
regions will report directly to gen- 
eral managers in charge of the 
regions. These men are empow- 
ered to make many important deci- 
sions, among which are rulings on 
marketing, advertising and sales 
questions. 

W. A. Coon, formerly general 
manager of the company’s Spokane 
plant, heads up the Pacific Coast 
region, with headquarters in San 
Francisco. Assisting him is Louis 
Sanbouef, former assistant plant 
sales manager in Los Angeles, 
whose new title is advertising and 
sales premotion manager of the 
Pacific Coast region. The region 
takes in all states west of the 
Rocky Mountains. 

The head man in the Southeast 
is B. E. Hoover, who previously 
was assistant general plant man- 
ager here. His headquarters is in 
Atlanta. Armour has not yet named 
an advertising executive in this 
region. This area includes North 
and South Carolina, Florida, Ala- 
bama, Georgia and Mississippi. 


s Earlier this week, Armour an- 
nounced the appointment of N. W. 
Ayer & Son to handle advertising 
for all food products except canned 
meats in the Pacific Coast region. 
(Continued on Page 93) 


‘Advertisers Talk Dollars’ 


Hearst's Kern 
Sees Dailies at 
New 0c Price 


Also Tells of Many 
Factors Involved in 
‘Chicago American’ Sale 


New York, Dec. 13—Hearst 
newspapers—14 of them in 11 
cities—are slated for major im- 
provements in the next few years 
—both in plant and equipment and 
in the products themselves. Hearst, 
which has put some $40,000,000 in- 
to newspaper improvements since 
the end of World War II, now is 
prepared to add several more mil- 
lions to that total. 

Harold G. (Hap) Kern, general 
manager of Hearst Newspapers, 
told AA today in an exclusive in- 
terview that if anyone suspected 
the existence of complacency or 
penuriousness in the Hearst news- 
paper empire, “We're going to 
change all that.” He said, “We’re 
going to improve the product, give 
greater service, get papers to read- 
ers faster and take advantage of 
four-color presentations, both ed- 
itorially and in advertising.” 


® Mr. Kern predicted that Ameri- 
can newspaper readers will in the 
(Continued on Page 8) 


Re Ae 


| priate to require that their ads 


CORDIAL GREETING—Brandy Distill- 
ers Co., a division of Schenley In- 
dustries, will repeat its annual 
four-color page for Du Bouchett 
cordials in the Dec. 17 Chicago 
Tribune. Norman, Craig & Kum- 
mel is the agency. 
. 


‘Look’ Gets ’ 


Collier's’ as 


C-C Folds Magazines 


Circulation of Cowles 
Magazine May Jump to 
5,000,000 in Switch 


New York, Dec. 14—Look mag- 
azine picked up a 1,000,000 circula- 
tion plum tonight when the board 
of directors of Crowell-Collier de- 
cided to fold Collier’s and Woman’s 
Home Companion next month. 

At 10:30 tonight the Crowell- 
Collier board, after a prolonged 
meeting, announced that Collier’s 
will be suspended with the issue 
of Jan. 4 and Woman’s Home Com- 
panion will bow out after its Jan- 
uary issue. 

In addition to adding the unex- 
pired Collier’s subs to its current 


Defense Officials Tell House Group Some 
Companies Charge Off Ads to Government 


WASHINGTON, Dec. 13—A top Air 
Force fiscal officer tpld a congres- 
sional committee t that he is 
so disturbed by some of the current 
advertising of defense contractors 
that he thinks it might be appro- 


carry a sentence specifying: “This 
ad is not paid for by the United 
States government.” 

The statement was made by Lt. 
Col. George W. Thompson, chief of 
the pricing staff of the Air Materi- 
al Command, who conceded that 
some companies may have devel- 
oped a technique which enables 
them to charge a portion of their 
institutional advertising as a cost 
in cost-plus-fixed fee research and 
development contracts. 

Under questioning by members 
of the House civil service subcom- 
mittee on manpower utilization he 
expressed confidence that most 
institutional advertising by defense 
plants comes out of the company’s 
profit. He admitted, however, that 
some ads, which contain a few 


sentences pointing out that the 
company is hiring engineers, may 
be passed off as recruiting expense. 


® Since the hearing got under way 
Tuesday, committee members have 
pressed defense officials for evi- 
dence that the government has ef- 
fective controls to prevent defense 
plants from using government-sub- 
sidized ads to lure technicians from 
each other, and from the govern- 
ment’s own research centers. 
When top manpower utilization 
officials of the department of de- 
fense appeared Tuesday, Rep. 
James C. Davis (D., Ga.) submit- 
ted samples of GE, IBM and 
North American Aviation institu- 
tional ads from such publications 
as Time, Newsweek and Scientific 
American carrying brief recruiting 
plugs. “The most amazing thing 
about this,” he commented, “is that 
the president of General Electric 
has been appointed as chairman of 
a defense department committee to 
(Continued on Page 96) 


Last Minute News Flashes 


Aubrey Heads Programming at ABC-TV 

New York, Dec. 14—James T. Aubrey Jr. has been placed in charge 
of programming and talent at the American Broadcasting Co. televi- 
sion network. Formerly manager of network programs for CBS Tele- 


vision in Hollywood, Mr. Aubrey 


succeeds Robert F. Lewine, who 


recently joined NBC. Mr. Aubrey will be proposed for the office 
of vp at the January board meeting of American Broadcasting-Para- 


mount Theaters. 


Elliott Joins Ogilvy as Media Head 

New York, Dec. 14—Emerson (Tim) Elliott is leaving his post as 
vp and media director of Fletcher D. Richards Inc. to join Ogilvy, 
Benson & Mather as media director. James J. McCaffrey, who headed 


media for Ogilvy, will move up to 


New Gallup Service Tests 


senior vp of that agency. 
Ad Ettectiveness 


PRINCETON, Dec. 14—Gallup & Robinson will announce Monday the 
establishment of a new “activation research” unit at Hopewell, N.J. 


The new service, called “Mirror of 


America,” will feature a working 


laboratory where various types of advertising can be tested for sales 


effectiveness. 


Rich Is Avco President; Emanuel Still Chairman 
New York, Dec. 14—Raymond A. Rich, formerly with Philco Corp. 
as a vp and board member, has been named president of the Avco Mfg. 


Corp. Victor Emanuel is chairman 


of the board. Mr. Rich was also 


named a director and member of the Avco executive committee. 
(Additional News Flashes on Page 97) 


4,000,000 circulation, Look also ac- 
quired the Collier’s name. 

There will be no increase in 
Look’s circulation guarantee or ad- 
vertising rates until July 1, °57, 
according to Gardner Cowles, pres- 
ident of Cowles Magazines Inc. A 
rate card announcing the new 
guarantee and the new rates will 
be issued in January, he said. 

(When Crowell-Collier an- 
nounced last summer that it was 
folding American [AA, Juiy 2] it 
also said that in January advertis- 
ing rates for Collier’s would go up 
22% and that Woman’s Home 
Companion rates would be boosted 
12%. The increases were described 
as “covering the cost of an ex- 
panded editorial budget and in- 
creased costs in production and 
distribution.”) 


s No prices or cash stipulations 
were announced by either side, and 
the publishers were not available 
for comment or for any “individual 
confrontation” by the press. 

Announcing “with deepest re- 
gret” the suspension of the mag- 
azines, Paul Smith, president of 
Crowell-Collier, recalled that “the 
fight to avoid this day has been 
pursued ‘vigorously since January, 
1954.” 

He pointed out that the action 
“will strengthen the company’s fi- 
nances, thanks to a profitable book 

' (Continued on Page 97) 


“Rape of Radio’ .. 
Reps Do Slow 
Burn Over NBC 


News Spot Plan 


New York, Dec. 12—While NBC 
executives were enjoying their 
30th anniversary celebration in 
Miami Beach, their ears. may have 
been burning—and not just from 
sunburn. 

NBC’s latest project for perking 
up network radio revenue—five- 
minute newscasts on the hour, 7 
a.m. through 11 p.m., EST—has 
representatives, who don’t want to 
be quoted by name, and the Sta- 
tion Representatives Assn., which 
doesn’t mind, charging the coun- 
try’s oldest broadcasting chain with 
everything from cannibalism to co- 
ercion. 

Bristol-Myers, through Young & 
Rubicam, already has placed an 
order for half sponsorship of the 
17-a-day, Monday-through-Friday 
newscasts starting Jan. 14 when the 
new programs are slated to begin. 


® The cannibalism charge was lev- 
eled by a leading station repre- 
sentative, who said most of the sta- 
tions on his list get more revenue 
from existing clients in only four 
of the time periods involved than 
they draw from their share of all 
NBC business. He said stations 
had three good reasons for declin- 


(Continued ow Page 96) 
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Simplicity Pattern Deemphasizes TV; 
Sets Testimonial Push in Print Media 


Consumer, School Girl, 
Farm Books Used; NBC 
Participations Continue 


New York, Dec. 12—Simplicity 
Pattern Co., which has concentrat- 
ed on tv advertising for the past 
year, will resume print advertising 
in 1957 with a testimonial cam- 
paign in nine consumer magazines. 

In a switch from current pattern 
advertising, the campaign’s em- 


CITY SLICKERS—In the February Har- 
per’s Bazaar, the Simplicity cam- 
paign tells why the wives of an ad 
exec, physician and attorney sew 
with Simplicity patterns. Grey Ad- 
vertising is the agency. 


Appliances Face 


Balky Buyers in 
‘57, Says Cheyney 


WASHINGTON, Dec. 11—Manu- 
facturers of heavy consumer dur- 
ables were warned today that con- 
sumers may not be willing to pay 
higher prices for electrical ap- 
pliances in 1957. 

The forecast came from William 
J. Cheyney, executive vp of the 
National Foundation for Consumer 
Credit, who reported that con- 
sumers show a tendency to be 
temporarily satisfied with their 
current stocks of certain kinds of 
durables. 

“The refrigerator, stove and 
other electrical appliance lines 
will have to fight harder in 1957 
tc maintain the volume enjoyed 


in 1956,” he said. “At the moment} 
looks as though to break-| 


it 
through to new high volumes will 
be impossible at least in the first 
half of the year.” » 


® He was one of a group of trade 
association executives participat- 
ing in a symposium sponsored by 
the U. S. Chamber of Commerce. 
Most panel members felt 1957 will 
be “moderately better” than 1956, 
although several expressed con- 
cern about the outlook during the 
second half of the year. 

Mr. Cheney said, “It is my opin- 
ion that the distribution economy 
will have to work harder than ever 
before to open up consumer sales 
in 1957, particularly in heavy 
goods. It is obvious that retailers, 
with the help of manufacturers, 
will have to work diligently to 
persuade consumers to use their 
credit in the course of bolstering 
sales in many product lines. 

“Profit will be squeezed. I think 
before the year-end manufacturers 
will realize that this squeeze can- 


(Continued on Page 95) 


phasis is not so much on patterns 
as On women who sew. Each ad 
pictures three home seamstresses 
from widely separated areas of 
the U.S., and the copy consists of 
their own comments on why they 
use Simplicity patterns. 

Across the top of each ad, the 
banner reads, “There are so many 
good reasons why”; across the bot- 
tom of the page, it continues, 
“more women choose Simplicity 
than any other pattern.” 

Each woman is pictured in her 
own home or yard—often with 
her children. And all, of course, 
are wearing clothes made from 
Simplicity patterns (with the pat- 
tern number listed below each 
photo). The chatty, informal copy 

(Continued on Page 98) 


ese Bay oS Rage) ae aes 
- WINTER 
~CARNIVAT, 


PEACHES PLUS—The Cling Peach Advisory Board, San Francisco, in 

cooperation with General Mills and Reddi-Wip Inc., has scheduled 

a “Winter Carnival” promotion featuring peaches, Betty Crocker 

angel food mix and pie crust mix, and Reddi-Wip. The color spread 

here is the first two pages of a five-page ad for the Jan. 28 Life. 

Batten, Barton, Durstine & Osborn, San Francisco, is the peach 
group’s agency. 


Advertising Age, December 17, 1956 


‘Journalism with Pictures’ Inspiration 
Sparked ‘Look’s Birth 20 Years Ago 


New York, Dec. 13—On Jan. 5, 
1957, Look will mark the 20th an- 
niversary of its first appearance on 
the nation’s newsstands. 

That initial issue—dated Febru- 


‘l|ary, 1937—carried no advertiging 


at all. It sold over 700,000 coples. 
The second issue sold more than 
1,000,000 copies. 

After the first four issues, Look 
switched to its current frequency 
of every-other-week. In Novem- 
ber, 1937, it started carrying ads. 
Revenues for November and De- 
cember that year—26 ad pages— 
amounted to $120,253. 

Some of the advertisers in the 
first Look to carry ads were Dodge, 
Chesterfield, Kleenex, Fleisch- 
mann’s yeast, Sherwin Cody School 
of English and Packard Lectro 
shaver. 


® Here’s how the magazine has 
fared since: 


Year Pages Revenue Circ. av. 


260 $ 1,149,947 
1,335,466 
6,355,394 

17,765,110 
19,946,982 
20,910,987 
22,971,144 
26,675,479 
30,293,156 
34,336,000 


Things looked so good to Look 
last September that Gardner 
(Mike) Cowles, president and edi- 
tor, told a staff meeting that the 


1956 est.) 1,630 


Perkins 


OFFICIAL—The board of directors of Cowles Maga- 
zines, New York, poses for a formal picture. Here 
are Gardner Cowles, president and editor; Donald 


Perkins, vp and ad director; Marvin C. Whatmore, 


Whatmore 


magazine (1) “just about doubled” 
its circulation since World War II; 
(2) gained 650 advertising pages; 
(3) made “a consistent profit after 
taxes.” 

Mr. Cowles indicated he was 
anxious to build Look even higher, 
and added that management was 
“willing to forego large present 
profits to build the property for 
the future.” So, “all but modest 

(Continued on Page 95) 


Injunction Hits 
Elvis Infringers 


New York, Dec. 11—Special 
Projects, which claims to have the 
exclusive rights to “the name, por- 
trait and picture of Elvis Presley 
for the purpose of trade and for 
advertising purposes,” has com- 
plained that too many people are 
trying to get into the act. 

This week Special Projects’ re- 
quest for a temporary injunction 
to restrain five retailers from us- 
ing the name or photograph of 
Elvis, the rock ’n’ roll performer, 
was granted in supreme court here. 

Defendants in the case were C&R 
Grand Stores, John McCormick, in 
business as Dolly’s Souvenir Shop, 
Vikar Enterprises, Paramount Cal- 
endar & Novelty Co. and Jeman 
Sales. They were accused of sell- 
ing T-shirts, scarves and other 
articles of clothing decorated with 
the Presley name or picture. 


‘K.C. Star’ 3-Day 
Strike Ends; Unions 
Negotiate Contracts 


Kansas City, Mo., Dec. 11—A 
short-lived strike deprived readers 
of the Kansas City Star of their 
newspaper for the past three days. 

The strike began last Saturday 
when the newspaper’s carriers de- 
manded that the wholesale price 
of the newspaper be standardized. 
The carriers buy the papers at 
wholesale rate from the Star and 
hire boys to deliver them. They 
had charged the Star sold the pa- 
pers at lower rates to some car- 
riers. 


® After the carriers struck, the 
pressmen, represented by the In- 
ternational Pressmen’s Union, went 
on a sympathy strike. 

The strike ended today when the 
unions and the newspapers agreed 
to negotiate. The pressmen are also 
negotiating a new contract. 

The Star has contended the car- 
riers are independent contractors 
and are not Star employes eligible 
for collective bargaining. The car- 
riers are members of the Newspa- 
per Carriers Cooperative Assn., af- 
filiated with the pressmen’s union. 


Shiner Joins Massey-Harris 

John H. Shiner has been ap- 
pointed vp of marketing of 
Massey-Harris-Ferguson, Toronto, 
maker of farm implements. Mr. 
Shiner was formerly sales man- 
ager of the Chicago district of the 
Lincoln-Mercury division, Ford 
Motor Co. 


Harding 
Cowles 


vp and general manager; Vernon C. Myers, vp and 
publisher; S. O. 
tor; John F. Harding, vp and general counsel, and 
Daniel D. Mich, 


Mich 
Myers 


Shapiro, vp and circulation direc- 


vp and editorial director. 


Success of First 
Ad Encourages 
New GSA Effort 


57 Inquiries for 8 


Projects May Lead to 
More Ads for 90 Others 


WasuincrTon, Dec. 12—Initial re- 
sponse to a vertical half-page ad 
which ran in six newspapers last 
Friday has encouraged officials 
of General Services Administra- 
tion to believe that the govern- 
ment’s lease-purchase program for 
new public buildings is finally 
“getting off the ground.” 

For months the program, calling 
for scores of new privately-fi- 
nanced federal buildings, has been 
at a standstill, after routine public 
notices failed to attract the kind 
of bids which GSA considered ac- 
ceptable. 

In an effort to put new life into 
the project, GSA last week lib- 


(Continued on Page 98) 


Alleghany Opposes 
SEC Purposes with 
Scriptural Quote 


New York, Dec. 12—Alleghany 
Corp., a holding company which 
controls the New York Central 
system, is quoting scripture in 
newspaper ads to win public sup- 
port in the jurisdictional fight it is 
involved in with the Interstate 
Commerce Commission and the 
Securities & Exchange Commis- 
sion. 

A letter to Alleghany stockhold- 
ers, dated Dec. 6, has appeared 
this week in the Washington Post 
and five New York newspapers 
(Times, Herald Tribune, Journal- 
American, World-Telegram & Sun, 
and Wall Street Journal). Robert 
Conahay Inc. is the agency. 

The issue boils down to whether 
the ICC or the SEC has authority 
to say whether or not Alleghany 
can issue a new 6% convertible 
preferred stock as payment to 
stockholders for old stock and 
$18,000,000 of unpaid dividends. 
This, the company says, will clear 
the way for common dividends, for 
which stockholders have waited 27 
years. 


® SEC objects both to this and to 
the company’s issuance of new 
stock. It objects also to Alleghany’s 
operations in this matter and ICC’s 
jurisdiction over the company as a 
railroad holding company. 

Alleghany’s 1,200-line letter 
went to the Judgment of Solomon, 
in the Book of Kings (III), for 
comment on the dispute: “First 
mother—I beseech thee, my lord, 
give her the child alive, and do 
not kill it. Second mother—Let it 
be neither mine nor thine, but 
divide it.” 

Alleghany went further and took 
a strong stand in opposition to the 
second mother. “. . . We are con- 
vinced that the SEC, in now block- 
ing the issue, is misinterpreting 


m | the intent of Congress,” it declared. 


s In yet another chapter of the 
conflict, a group of dissatisfied 
stockholders has brought court ac- 
tion to restrain the issuance of the 
new stock, charging Alleghany is 
reneging on its debt by so doing. 

The jurisdictional fight goes to 
the Supreme Court in January: No 
trial date has been set for the 
stockholders’ action. 

While Alleghany plans no fur- 
ther advertising on this matter, 
AA was told, it may use newspaper 
ads in the future to present its 
case to the public if the occasion 
warrants. 
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Ads Act Like 


Atoms, Nuclear 
Physicists Find 


New York, Dec. 11—How do you 
determine the size of an advertis- 
ing budget? What happens if you 
_ Stop all advertising? When should 
an advertiser switch from one me- 
dium to another? 

Arthur D. Little Inc., Cambridge, 
Mass., research company, has been 
using physical chemists and nu- 
clear scientists to attack these 
problems and yesterday the com- 
pany gave a preliminary report on 
its studies to a group of leading 
agency men. 

In a presentation at the Univer- 
sity Club here, Little representa- 
tives said they are making progress 
in this field through the applica- 
tion of mathematical physics. Dr. 
Raymond Hainer, a physical chem- 
ist, emphasized that the company 


is not trying to create laws but to) 


discover what the actual laws of 
behavior are in advertising. 

[Away back in 1952 (AA, March 
10) ADVERTISING AGE printed an 
interview with Prof. Nicholas 
Rashevsky, chairman of the com- 
mittee on mathematical biology at 
the University of Chicago, who as- 
serted that any marketing or ad- 
vertising problem can be solved 
with mathematical formulae.] ’ 


® Marcello Vidale, a nuclear phys- 
icist on the Little staff, reported 
that studies have been made on 
more than 100 products. He said 
these studies have shown that there 
is a relationship between the activ- 
ity of radioactive atoms and the 
activity of advertising in its effect 
on sales. 

He explained that in the creation 


of atoms, there is a “constant de-| 


cay” factor which also shows up 
in the creation of sales by adver- 
tising. As a result, Mr. Vidale said, 
there is a point after which it 
does not pay to continue advertis- 
ing, or after which it may be ad- 
visable to switch to another medi- 
um. This decay shows up as a 
regular factor in the case of a 
product which receives no adver- 
tising at all. 

Mr. Vidale cited a study in which 
selling support varied from no ad- 
vertising, to advertising for the 
first six months, to advertising for 
12 months, to advertising for the 
second six months. 


® The sales charts showed that the 
product with no advertising had 
the lowest sales return. However, 
the product which received adver- 
tising only during the first six 
months did as well as the one with 
12-month support. 

Little did not offer any sweeping 
conclusions on its studies. The 
company did indicate, though, that 
it is in a position to help adver- 
tisers determine some questions, 
such as the problem of when ad- 
vertising reaches the saturation 
level. 


U.S. Sets Special 
N.Y. State Census 


WasuincTon, Dec. 11—The Cen- 
sus Bureau announced today that 
it will take a special census next 
April in New York and in 70 other 
political subdivisions in New York 
state. 

The special census to update the 
1950 enumeration has been re- 
quested by the communities in or- 
der to determine their full share 
of state assistance payments. Un- 
der the contracts with the city and 
the various county and village 
units involved in the census, a 
short question form will be used 
requesting name, age, relationship, 
sex and color. 


‘ Bit | 


‘ 
‘ 


Langhoff 


RESEARCH INTERNATIONAL—Sigurd S. Larmon, president of Young & 
Rubicam, talks with research directors from Y&R overseas offices 
in the course of a five-day international meeting at the agency’s 


New York headquarters. Shown 


Peter Langhoff, vp and research director of Y&R, New York; An- 
drew Murray, research director of the London office, and Dr. Bar- 
bara Gock, research director of the Frankfurt office. 


Stiff Competition Enhances Spirit 
of “Monkey See, Do,’ in Ads: Larmon 


See Marketing Problems 
as a Whole, Head of 
Y&R Urges Researchers 


New York, Dec. 11—“Whether 
you are talking products, advertis- 
ing ideas, layout treatments, pack- 
age design or what have you, we 
are in the greatest era of monkey- 
see, monkey-do the world has 
ever known.” 

This was the message Sigurd 
Larmon had for a group of some 40 
Young & Rubicam research ex- 
ecutives who participated in a 
five-day international meeting 
which ended here today. Attend- 
ing the meeting were research 
people from Y&R offices in Mont- 
real, Toronto, London, Mexico 
City and Frankfurt. 

Recounting some of the changes 
that have taken place in marketing 
during the past two decades, the 
president of Y&R said today’s 
competitive battle has produced a 
vast amount of copying of ideas. 

Mr. Larmon said in the ’20s and 
30s competition was keen “but 
not the total warfare it is today. 
Manufacturers were more apt to 
depend on adroit salesmanship 
than $1,000,000 giveaways. There 
was a more recognizable difference 
between competing products than 
there is today. Today the labora- 


! 


Murray Gock 


here with Mr. Larmon are Dr. 


tories have leveled most of that 
out.” 


s Mr. Larmon told the meeting 
that Y&R has long appreciated the 
value of research in sound plan- 
ning. He pointed out, “There is far 
less work in whipping out the ac- 
tual ads for a campaign than in 
the planning and digging that 
should go into evolving the right 


Y&R Bills $197,000,000 

New York, Dec. 13—Young & 
Rubicam is billing about $197,000,- 
000 for the year to date, according 
to Sigurd Larmon, president. He 
gave this figure in a talk to agency 
employes. In 1955, Y&R billed a 
total of $182,000,000—a figure 
topped only by J. Walter Thomp- 
son’s $220,000,000. 


basic . strategy. Yet, unless the 
strategy is right, even the most 
brilliant advertising will lay a 
large and gleaming egg.” 

Mr. Larmon appealed to the re- 
searchers not to become too iso- 
lated in their specific functions. 
“The ideal Y&R product group,” 
he said, “delivers the blended 
judgment of its members, seeing 
the advertising problems as a 
whole, rather than as a series of 


‘Toboggan of Decline’... 


Hit ‘Color Road,’ Not Film Detour, 
Sarnoff Urges at NBC Birthday Party 


Net President Okays 
U. S. Probes ‘If They 
Show Networks’ Value’ 


MraM1 Beacu, Dec. 13—Robert 
W. Sarnoff, president of the Na- 
tional Broadcasting Co., tonight 
warned that the apparently 
smooth and easy road—program- 


So Who Lives on 
Madison Ave.? More 
Agencies Like Fifth 


New York, Dec. 12—In spite 
of the best efforts of popular fic- 
tion, Madison Ave. is still not 
entirely myth. There actually are 
advertising agencies on it—145 of 
them. 

But there are still more on Fifth 
Ave., and several hundred others 
on eight other New York ad 
alleys. 

Authority for this is Albert J. 
Forman, exec vp of Electronic 
Technician magazine, who has 
conducted his own private survey 
of the Manhattan classified phone 
directory pages. Mr. Forman’s ge- 
ographic analysis of New York ad 
agencies runs this way: 


GO: ic iceen<s6 508-62 192 
Madison Ave. .......... 145 
Broadway ......... acca 
42nd Street ....... Asie Gh Wie 88 
PR NS ens ccp centavos 63 
Lexington Ave. .......... 51 
| RS ea 50 
45th Street .. iia ae 
40th Street ........... Sy 
44th Street ....... oath b his ic ee 


Even this tabulation only ac- 
counts for 783 of the borough’s 
1,246 agencies. The rest are ap- 
parently in scattered precincts. 


ming more and more of Holly- 
wood’s backlog of old films— 
could lead television to a dead 
end. 

Speaking at the network’s 30th 
anniversary celebration, Mr. Sar- 
noff said now is the time to eval- 
uate the possible long term ef- 
fects of the film invasion of tv. 
He suggested that the film flood 
could change the entire character 
and scope of television and turn 
it into a Hollywood adjunct. 

“The flood of film comes from 
two sources, which are beginning 
to conflict with one another: First, 
the backlog of Hollywood features 
now being released in quantity to 
television; second, the mounting 
stockpile of syndicated films, pro- 
duced for television in the Holly- 
wood lots that once served the 
nation’s motion picture theaters. 
Together they are creating enor- 
mous pressures on our industry,” 
the NBC president said. 


es “The Hollywood film makers 
have quite naturally seen in the 
combination of their old pictures 
and television a means of quick 
and profitable replacement for the 
loss of theatrical cutlets and de- 
clining motion picture revenues. 
They have also seized on televi- 
sion as a means of reactivating 
idle movie studios and facilities. 
“I do not criticize their decision 
to move into television. The fi- 
nancial pressures directing them 
toward our medium—after the 
broadcasters established it as a 
national system—have been obvi- 
ous for some time, and the release 
of the feature backlogs was not 
unexpected. , 
“Insofar as the broadcastet 
concerned, the price tag on fea- 
ture packages almost compels him 
(Continued on Page 95) | 


Public Reception of New York Auto Show 
Adds Fuel to Car Makers’ Sales Optimism 


New York, Dec. 12—Judging by 
the heavy attendance at the Na- 
tional Automobile Show in New 
York’s Coliseum—which is expect- 
ed to exceed 500,000—1957 has the 
potential of being a bright year 
for car sales. 

Though industry members will 


(Continued on Page 83) 


not go so far as to say it will ex- 


Features in This Issue 


Next week ApveERTISING AGE will 
present for the first time a com- 
pilation of “profiles” on the 100 
leading advertisers. The compil- 
ation is based on the ranking of 
U. S. advertisers according to 
published measured media ex- 
penditures for 1955. With this as 
a basis, AA’s staff members, for 


the past few months, have been | 


gathering pertinent information 
on each of these companies from 
available records and from in- 
terviews with the top advertis- 
ing personnel. Each profile gives 
a complete listing of all adver- 
tising personnel and advertising 
agencies and estimated ad ex- 
penditure figures, measured and 


caused something of a furor by 
attacking business Christmas 
gifts. This year he returns to the 
ramparts with even more energy. 
“Each year one wonders why 
gifts, which are strictly busi- 
ness, must be given to those who 
substitute a commercial for a 


warm sentiment or a religious 
thought when those gifts might 
be directed to doing good for 
others,” he observes ....Page 74 
Milton Goodman, the soft-spoken, 
good-natured head of Lawrence 
C. Gumbinner Advertising, 
thinks the hardest part of the 
agency business is getting the 
work done. One of the few copy- 
writers who has become the head 
of an agency, Mr. Goodman, ac- 
cording to John Orr Young, 
would “rather. spend his time 
making good ads than soliciting 
new accounts or doing anything 
else in the agency” ....Page 80 
Robert Kline, Cargill & Wilson ac- 
count executive, tells business 
men eight ways to go broke by 
goofing up an ad. They are (1) 
copy somebody else’s advertising 
style, (2) don’t make a budget 
for your advertising, (3) keep 
your employes in the dark about 
your advertising, (4) select just 
any advertising medium—they’re 
all good, (5) promise anything in 
your ads, (6) try to sell every- 


oo 


body, (7) do it all yourself, (8) 


A cool summer indicated that sales 
in some areas would probably be 
down this year. However, a 
check by ADVERTISING Acz finds 


drink sales, for example, were 
up 7% in the country as a 
whole. Furniture sales were up 
in June and August, down in 


REGULAR FEATURES 
Advertising Market Place .................... 
Coming Conventions. .... ss 
Creative Man's COrmer ...0..0.....ccecccccccceceneeee eS 
Drawthinks 
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Looking at Retell As cece cern IS 
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On the Merchandising Front ...................... 73 

phic Review 66 
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This Week in Washingter ............................. 62 
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that in most areas sales were not | 
as badly affected as was expect- | 3m 
ed at the end of the summer. Soft | 


ceed 1955’s 7,400,000 units, gener- 
ally the prediction is that unit 
sales will exceed 1956 by 500,006 
units—up to 6,500,000. 

General Motors’ president, Har- 
low H. Curtice, said at the open- 
ing of the nine-day show that 
“viewing the outlook for the en- 
tire year [1957] I consider it very 
possible that demands for passen- 
ger cars will show an increase over 
1956 in the area of 10%.” L. L. 
Colbert, president of Chrysler 


Corp., in a speech before the Sales 
Executives Club (AA, Dec. 10) re- 
(Continued on Page 98) 


WERNER H. VON ROSENSTIEHL has been 
named advertising manager of Na- 
tional Drug Co., Philadelphia, 
maker of biologicals and pharma- 
ceuticals. Formerly ad manager 
of Nepera Chemical Co., Yonkers, 
he succeeds James T. Bollettieri, 
who resigned earlier this year to 


join Wampole Co, 
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‘Every 3rd Day Is 
Playday,’ Says Alcoa 
in Spring Campaign 


PrIrTsBURGH, Dec. 14—Aluminum 
Co. of America has been doing 
some fancy arithmetic and has fig- 
ured out that “Every third day is 
a playday in the USA”—a cheerful 
idea that the company has adopted 


_— 


as the theme for its second “Play- 
day USA” promotion. 

Inaugurated in 1956, “Playday 
USA” is an April-through-June 
promotion especially designed to 
help manufacturers, jobbers and 
dealers sell aluminum sporting 
goods and leisure living products. 

The 1957 promotion has been 
greatly expanded to include 4 six- 
page editorial-type ad in three 
sports magazines, two commer- 


competi 


Live 


paign. 


pe pi 
developed by Video Views in Los Angeles. 
Video View kinescopes give rebroadcast 
quality sight and sound .. . can be played 
over and over again on any ordinary 16mm 
projector .. . are inexpensive. 


— aioe doing your next cam- 
Write for the schedule of new low prices. 
VIDEO VIEWS, INC. 


7557 Sunset Bivd., Los Angeles, Calif. ciuaiiais 


enable client and agency 
ials i 


in. leisure to- 


cials during June on “Alcoa Hour” 
(NBC-TV), 22 pages of trade ad- 
vertising, plus a 36-piece promo- 
tion kit for dealers. 

The six-page advertising section, 
scheduled for the April Sports 
Afield, May Field & Stream and 
June 10 Sports Illustrated, is 
made up like a six-page feature 
story. Through large pictures and 
an informative text, it shows “what 
America does with its 121 days of 
leisure”—and how aluminum helps 
make that leisure more enjoyable. 


s The copy starts out, “If you are 
an average wage earner, with two 
weeks’ 
and holidays, your leisure time 
adds up to 121 days a year. For 
you, every third day is a Playday. 

“You spend three times as many 
days away from your job as you 
did in 1929. You earn far more 
money and you have more of it to 
spend on leisure . . . an aggregate 
of $30 billion a year.” 

The ad then proceeds to discuss 
tishing, hunting, boating, sports 
equipment, photography and 


As TULSA Grows-so Grows Oklahoma... 
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on your 1956-1957 schedules. NO 
EWSPAPERS COVER THIS 
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| BUILDING JOBS 


IN PROGRESS 
{ ATS75 MILLION 


) Construction Figure 
Doesn't Include Road, | 
Residential Projects 


A whopping total of $75 mil- 
lion worth of major non-resi- 
dential construction and heavy 
engineering projects is under 
way here or definitely pro- 
grammed for work within the j 
next few weeks. 


gure 

some of the closest I mg 
construction activity in Tulsa 
especially since the amount does 
not include projects which have 
pong but which do 

ve definite 

Also eliminated ye Ben 
struction. 

If these 
the total 
$100 million, but the 
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PLAYTIME—This is the opening page 
of a six-page editorial-style ad 
Aluminum Co. of America will 
run in three sports magazines 
next spring to help manufacturers, 
jobbers and dealers sell aluminum 
sporting goods and leisure-living 
products. 


camping—and the reader really 
has to hunt to find the Alcoa name 
discreetly buried in the text. 

Trade advertising will run from 
December through March in Boat- 
ing Industry, Hardware Age and 
Sporting Goods Dealer. In addition, 
Alcoa has developed a 36-piece 
promotion kit which includes ad 
and magazine cover reprints, ban- 
ners, pennants, display suggestions 
and special tags. 

Alcoa will participate in the 
main sporting trade shows and 
fairs to encourage dealers to tie in 
with the promotion, and represen- 
tatives from Reuben H. Donnelley 


Corp. will later visit the dealers 
to help them set up the promotion. 
Alcoa also is sending out special 
advertising promotion kits to 1,000 
newspapers across the country to 
help newspapers sell space for lo- 
cal Playday tie-ins. 


® Some interesting facts and fig- 
ures are turned up in the six-page 
“feature story” ad. Here are some 
of them: 


e In 1955, hunters bought 16,000,- 
000 licenses and spent more than 
$150,000,000 on equipment. 


e About 80% of American families 
eat at least one meal a week out 
of doors during the summer 
months. Last year, these families 
spent $70,000,000 on outdoor cook- 
ing equipment. 

e In 1955, fishermen bought 18,- 
000,000 licenses ($39,000,000 
worth), spent $1.5 billion for 
equipment and traveled 7,000,000 
miles. 


e Industry alone spends $800,000,- 
000 for sports equipment for em- 
plnye sports programs—more than 
ali the colleges and schools in the 
country combined. Some 30,000 
companies have continuous sports 
programs ranging from table ten- 
nis to baseball. 


e Americans spend more than 
$40,000,000 on golf equipment—and 
better than $50,000,000 on photo- 
graphic equipment. 

Fuller & Smith & Ross, Cleve- 
land, is the agency. 


Named Senior Art Director 
Ambrose J. Kennedy, formerly 
with Lester Harrison Inc., has 
been appointed senior art direc- 
tor of Lynn Baker Inc., New York. 


eeeeeeeeeeeseeesee#eeneete#ee#ee , 


“Tes 


is the size we use for the 


Growing Greensboro Market!" 


All giant peas are 
The same is true 


7 only some are more equal than others.. 
markets, and the 12-county ABC Greens- 


boro Retail Trading Area is even miore so. Twenty per cent of 
the entire state’s retail sales (over $3 billion annually) takes 
place in the Growing Greensboro market. 


Saturatin: 
readers 


the area, the News and Record reaches over 400,000 
ily, with more than 100,000 circulation. 


Need a market can-opener? Use the News and Record. 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina 


Sales Management Figures 


News and Record 


* GREENSBORO, NORTH CAROLINA 
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MCA TV Boosts 2, Names 3 
MCA TV, New York, has trans- 
ferred Ronald Lief, formerly re- 
search supervisor, to its sales staff. 
In the Chicago film syndication 
division, Raul Kent has been ad- 
vanced to vp, following the resig- 
nation of John P. Rohrs as Chicago 
vp. MCA also has appointed Arn- 
old Felsher to its Pittsburgh sales 
staff and Phil Jones to head its 
new Houston sales office. Mr. 
Felsher formerly was with KDKA, 
Pittsburgh; Mr. Jones previously 
was with KCEN-TV, Temple, Tex. 


South Bend, Indiana is No] in the Nation in incomes of 
$4,000 to $6,999. And No. 2 in incomes of $7,000 to $9,999*. 
That’s potent buying power! It’s easy and economical to 
reach, too. You can saturate South Bend’s Metropolitan area 
with only one newspaper (93.6% family coverage) for the low 
rate of 30c a line. Learn more about Indiana’s 2nd market. 


Send for free market data book. 
* Sales Management, November 10, 1956 
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Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


La Rosa Names Piazzolla 

Mario Piazzolla, formerly with 
a Philadelphia law firm and law 
clerk to U. S. District Judge 
Thomas J. Clary, has joined V. 
La Rosa & Sons, Brooklyn, N. Y., 
as general counsel and assistant to 
Vincent S. La Rosa, vp in charge 
of advertising. He will head the 
company’s legal department and 
help Mr. La Rosa in the manage- 
ment of advertising policies. 


Oh, what a wonderful feeling! 


How do you evoke such a mood . . . how sell it? 


Yardley does it with a doll. A very special doll, who can 
be saucy or regal, with a change of costume and pose. Always 
she is delightfully fresh and feminine—just like Yardley toilet- 


Advertising Age, December 17, 1956 


companies have increased about 
about 24%, and compensation of 
20%. 

ARF Gains 10 Subscribers 


ers. They are Carter Products and 


Corporation Chiefs 
Got 5.9% More Money 
in ‘55, AMA Reports 


New York, Dec. 11—Compensa- 
tion of top corporate executives 
increased 5.9% on the average dur- 
ing 1955, according to the sev- 
enth annual survey of top manage- 
ment compensation just released by 
the American Management Assn. 

The new study analyzes the com- 
pensation (including salaries, bo- 
nuses and company contributions 
to retirement funds) paid to 28,000 
high-ranking executives in 3,300 
American and Canadian compa- 
nies. The period covered by the 
study was for the calendar year 
1955, but included fiscal years that 
closed as late as June, 1956. 

Average weekly earning of pro- 
duction workers in all manufactur- 
ing industries, as reported by the 
Bureau of Labor Statistics, the re- 
port says, also increased 5.9% be- 
tween January, 1955, and January, 
1956. 


® Corresponding average increases 
in annual compensation for other 
groups, whose pay is studied by the 
executive compensation service of 
AMA, are reported as follows: For 
middle management, 5%; for sales 
personnel, 3.5%; for engineers, 
scientists and other administrative 
and technical personnel, 3.6%. 

In 1955, about 48% of the top 
executives received higher base 
salaries than in the year before, 
compared to 38% in 1954, the re- 
port says. Bonus payments, which 
over-all were about 16% of base 
salary, did not change materially 
as a percentage of base salary, but 
the number of executives partici- 
pating in these plans increased in 
1955. Company contributions to re- 
tirement plans advanced by slight- 
ly better than 3%, reflecting the 
growth and liberalization of these 
plans. 

Many factors influence compen- 
sation payments, the report em- 
phasizes. Individual company 
needs, growth, financial conditions 
—all have their effect. However, 
according to Dean H. Rosensteel, 
director of AMA’s executive com- 
pensation service, the results of 
the new survey and of the six 
previous annual studies indicate 
that the fortunes of top executive 
personnel are more directly tied to 
economic trends than those of any 
other segment of the population. 

Since the continuing survey was 
inaugurated about six years ago, 
AMA reports, sales of comparable 


45%, net profits have gone up 


top executives has increased about 


The Advertising Research Foun- 
dation has gained 10 new subscrib- 


Pabst Brewing Co. in the adver- 
tiser class; Fairfax Inc. and West- 
Marquis Inc. in the agency class; 
the Cincinnati Enquirer in the me- 


dia class; University of Missouri 
and University of Rochester in the 
associate academic class, and Wilh 
Anderssons Annosbyra, Stockholm, 
George Patterson Pty. Ltd., Syd- 
ney, and Societa per Inchieste e 
Richerche, Milan, in the associate 
international class. ARF now has 
257 subscribers. 


ries and cosmetics! 


A newcomer to Yardley magazine and TV advertising, she 
has already made her influence felt. Dealers are delighted with 
her effect on sales. Customers are buying more Yardley—to 
enjoy and give. 


Yardley of London, Inc., our client since 1927, is enjoying 
that wonderful feeling that comes with backing a winner! 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


PS. to guys—Say “Merry Christmas” to 
your favorite doll with a Yardley gift! 


N.W. AYER & SON, INC. 


Philadelphia * New York * Chicago * Detroit 
San Francisco * Hollywood +* Boston * Honolulu 
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IN NORTHERN CALIFORNIA IT@ ee 


§ THE SAN FRANCISCO EXAMINER... 


First in circulation and first in advertising 
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“Th Canpil-Dcl of Carn Baalay 


Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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Hearst's Kern 


Sees Dailies at 
New l0c Price 


(Continued from Page 1) 
future “have to pay more for their 
newspapers.” He said, “Unless 
publishers get more for their prod- 
uct, they will find themselves in 
serious financial difficulties. The 
huge increase in wages and the 
price of newsprint make it neces- 
sary for readers to pay more for 
the service of furnishing them 
their daily and Sunday newspa- 
pers.” 


® In Mr. Kern’s view, “7¢ is rather 
a clumsy figure. Speaking general- 
ly of the newspaper business, it 
will not catch up with the sharp 
increase in expenses during recent 
years. So I think that 10¢ is the 
coming price for morning and 
afternoon papers.” 

He went on to say that newspa- 
pers “must be careful not to price 
themselves out of the market” 
where advertisers are concerned. 
“You can’t raise advertising rates 
willy nilly without considering the 
advertisers’ ability to pass the in- 
crease along or to absorb it. 

“What newspaper publishers do 
to their rate cards in the way of in- 
creases won’t change the amount 
of money that will be spent by ad- 
vertisers, particularly retail adver- 
tisers. We on newspapers talk lines 
and columns and pages of adver- 
tising, but the advertiser talks only 
dollars.” 


s Advertising revenue at Hearst 
Newspapers is higher than last 
year, said Mr. Kern. He reported a 
total of $151,888,000 on the books 
for the first ten months of 1956. 
This, he added, is a gain of $7,338,- 
520 over the same period last year. 
The linage total this year (first ten 
months) was put at 232,079,900— 
an increase of 4,706,500 lines over 
1955. 

Turning to the sale of the Chi- 
cago American to the Chicago 
Tribune, Mr. Kern said Hearst’s 
decision to sell hinged on many 
factors. These, he said, included 
the following: 

It was the judgment of Mr. Kern 
and other top Hearst executives 
that it would require an immediate 
outlay in excess of $10,000,000 to 
keep the Chicago American—and 
keep it competitive. 


= “We calculated that a $10,000,000 
investment would be needed for 
new equipment and plant modern- 
izing. Then, we felt, at least $1,- 
000,000 more would have to be 
spent each year—about $20,000 a 
week—adding to and improving 
the American’s news content. 

“Our decision to sell to the 
Tribune, we felt, would give us a 
chance to spend that money more 
wisely—by improving our proper- 
ties in other cities. We made a 
good deal. It was good for us, for 
Chicago, for the Tribune and for 
our people on the American. They 
were all kept at work by the 
Tribune Co. 

“The primary consideration in 
the sale, from our point of view, 
was what the prospective purchas- 
er would do with the American 
and its employes. The Tribune in- 
dicated it would continue to pub- 
lish the evening and Sunday 
American and retain all employes. 

“It also indicated the American 
would continue to be published in 
its own plant—and the Tribune 
subsequently leased that plant 
from Hearst for a number of years. 


s “Additionally, the Tribune had 
no national Sunday supplement, 
and it contracted to take on the 
American Weekly and Puck—the 
Comic Weekly for a number of 
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PILOT AD—This Trans World Air- 
lines ad is the first in a new series 
featuring photographs and bio- 
graphical sketches of TWA cap- 
tains. The ads are appearing in 
newspapers in major markets. 
Foote, Cone & Belding, Chicago, is 
the agency. 


years. 
“Then there was the fact that 


Hearst Advertising Service would 


continue representing the Ameri- 
can. Only the Chicago Tribune 
could offer us all these things.” 

Mr. Kern said Hearst has spent 
$4,000,000 recently in improving 
the press setup on its Detroit news- 
paper, that $3,000,000 is being 
spent on its Los Angéles plant, that 
$1,500,000 is going into a new line 
of presses for the San Francisco 
Examiner. 

“We now have under considera- 
tion,” he added, “some big plant 
and equipment improvements in 
Baltimore. We want almost a com- 
pletely new mechanical plant in 
Baltimore. This is the real big 
Hearst project at the moment.” 

In addition, he indicated that 
more press equipment is in the 
cards for Hearst’s Boston property, 
and additional press units in Mil- 
waukee and Los Angeles. “Right 
now we're moving some American 
Weekly color press units from Chi- 
cago to Seattle to handle special 


sections and magazine printing out. 


there. 

“What we're doing,” he summed 
up, “is consolidating—and improv- 
ing—our position in 11 cities. In 
all improvements, color is includ- 
ed; color is basic in every move.” 


‘Film Daily’ Wonders 
About Mills Letter 
in AA; Overlooks It 


New York, Dec. 12—‘Wonder if 
ADVERTISING AGE ever intends edi- 
torially to correct the injustice 
done ‘this industry by the Clyde 
Bedell piece on motion picture ad- 
vertising?” 

So reads an item in today’s issue 
of Film Daily. It goes on to suggest 
that “the very least it [AA] could 
do would be to publish Taylor 
Mills’ rejoinder.” 

Mr. Mills is director of public 
relations of the Motion Picture 
Assn. of America. His rejoinder 
disputes critical charges made by 
AA columnist Clyde Bedell con- 
cerning movie advertising. Matter 
of fact, it’s a published rejoinder. 

Where? ADvEeRrTISING AGE, Dec. 10 
issue, out two days ago. Page 34. 


Shulton Appoints Forter 

Claude Forter, formerly an ac- 
count executive with Grant Adver- 
tising in New York and Bogota, 
Colombia, has been appointed ad- 
vertising manager of the interna- 
tional division of Shulton Inc. He 
succeeds William Malton, who re- 
cently resigned. 


| Budget in Dailies 


New York, Dec. 11—Lewyt Corp. 
will spend $4,500,000 in advertis- 


sijing next year, Alex Lewyt, the 


company’s president, announced to 
a group of district managers at- 
tending a three-day sales meeting 
here. 

Based on a record budget for 
Lewyt, the campaign will invest 
about $2,000,000 in newspapers, 
$1,000,000 in consumer and trade 
+ | publications and another $1,000,000 
in radio and television. 

Walter J. Daily, vp, said the com- 
pany will match dollars with dis- 
tributors to place newspaper ad- 
vertising on the local level and will 
encourage its distributors to use 
more newspaper space. In tv, 
Lewyt will concentrate on satura- 
tion campaigns with one-minute 
and 20-second filmed spots and will 
share up to 50% of distributor costs 
on both radio and tv. 

Point of purchase will be stepped 
up, and other media, including 
book matches and telephone direc- 
tory dealer listings, are on the 
schedule. 


® The emphasis on newspapers 
and tv spots next year will be a 
shift from this year’s campaign, on 
which $4,000,000 is being spent. 
Lewyt, in all likelihood, will con- 
tinue to promote its power theme 
in the advertising. 
Hicks & Greist is the agency. 


FCC Reconsiders, 
Will Let NBC Buy 
WENB, New Britain 


WASHINGTON, Dec. 13—The Fed- 
eral Communications Commission 
reversed itself today and voted to 
let NBC go ahead with its plan for 
the purchase of WKNB, am and tv, 
New Britain. 

A week ago, after the Depart- 
ment of Justice filed an anti-trust 
complaint against RCA-NBC, the 
commission suspended processing 
of the transfer, which had already 
been approved by a hearing exam- 
iner. 

In announcing its decision to let 
NBC take possession of the station, 
the commission said the decision is 
“without prejudice to whatever 
action the commission may deem 
appropriate at such time as pend- 
ing anti-trust action involving NBC 
may be terminated.” 


s Commissioner Rosel Hyde is- 
sued a concurring statement ex- 
plaining that he voted for the 
transfer because he wanted to en- 
courage networks to acquire sta- 
tions which operate in the uhf 
band. 

Repeating his belief that promo- 
tion of uhf is essential if the na- 
tion is to have a competitive tv 
service, Commissioner Hyde said 
he regards network participation 
in uhf as one of the most effective 
ways of assisting it. 

Commissioner Robert Bartley, 
who was the sole FCC member to 
oppose the NBC-Westinghouse sta- 
tion swap, was the only commis- 
sioner dissenting from today’s ac- 
tion. 


® The commission’s action holding 
up the WKNB transfer last week 
came within hours after the anti- 
trust division filed a complaint 
charging that RCA-NBC threatened 
to cance] all NBC affiliations with 
Westinghouse stations unless West- 
inghouse would agree to swap its 
Philadelphia stations for radio and 
tv properties owned by NBC in 
Cleveland. 

Under FCC rules, the WKNB 


Brands, New 
York, is introducing a new blended 
whisky in the Chicago, Los Angeles 
and New Jersey markets called 
“21” Club Special. Ads are run- 
ning in newspapers and outdoor. 
Calkins & Holden, Chicago, is the 


NEW BRAND—‘‘21” 


agency. 


sale would have been final on 
Wednesday of last week unless the 
commission decided to hold it up. 

Since the Department of Justice 
had asked the federal court in 
Philadelphia to invoke sections of 
the Communications Act which 
could lead to the cancelation of 
NBC licenses, the commission de- 
cided to stop processing of the NBC 
application pending further study 
of the anti-trust complaint. 

Earlier this year the WKNB deal 
had been snagged by opposition 
from nearby station owners who 
contended NBC already reaches 
deep into Connecticut from its New 
York stations. Later the opposi- 
tion withdrew. 

NBC is paying $600,000 in cash 
and assuming $600,000 in indebt- 
edness in acquiring the station 
from Julian Gross and others. 


ABC Radio Signs 
$1,100,000 in New, 


Renewal Business 


New York, Dec. 14—With the 
acquisition of $1,100,000 worth of 
new and renewal business, the 
American Broadcasting Co. radio 
network rounds out a _ rather 
healthy week. 

Among the new accounts an- 
nounced by George Comtois, na- 
tional sales manager of ABC Radio, 
is the Life Savers-Beech Nut Corp., 
with a 52-week order for Beech 
Nut gum on Don McNeill’s “Break- 
fast Club,” starting Jan. 8, through 
Young & Rubicam. 

The Grant Co., Chicago (former- 
ly D-Con Co.), bought ten seg- 
ments weekly on “My True Story,” 
“When a Girl Marries” and 
“Whispering Streets,” effective 
Feb. 25, through Leeds & York, 
Chicago. M-O Lene rug and up- 
holstery cleaner and Woolene will 
be advertised. 

Sterling Drug Co. has bought a 
segment on “My True Story” for 
Phillips’ Milk of Magnesia tooth- 
paste beginning Feb. 4. Dancer- 
Fitzgerald-Sample is the agency. 

Among the renewals announced 
were Bristol-Myers Co., Ex-Lax 
Inc., Dromedary Co., Atlantis Sales 
Corp. and Drackett Co. 


Formica Names Otto & Co. 

Formica Co., Cincinnati, has ap- 
pointed Robert Otto & Co., New 
York, to handle its advertising in 
Latin American markets. Formica, 
which merged this year with 
American Cyanamid Co., has al- 
ready been selling in Latin Amer- 
ica but up to now has done little 
or no advertising. This is its first 
use of an export agency. 


Advertising Age, December 17, 1956 


McCall Pattern 
Stresses Fabrics 
in ‘57 Campaign 


New York, Dec. 13—For the 
second year of its $1,000,000 “fash- 
ion excitement” campaign, McCall 
Pattern Co. will put increased em- 
phasis on its “Better fabrics make 
better fashions” theme. 

Although the major theme will 
continue to be “Make the clothes 
that make the woman,” the impor- 
tance of the secondary “better fab- 
rics” theme will be stepped up next 
spring, and the company announces 
that its entire promotion program, 
including advertising, point of sale 
aids, publications, editorial support 
and public relations will be geared 
to “helping the retailer sell more 
and better fabrics at a higher price 
through a successful fashion ap- 
proach.” 

The media list has been revised 
slightly, and ads are now slated for 
Forecast for Home _ Economics, 
Ladies’ Home Journal, Made- 
moiselle, McCall’s, McCall’s Pattern 
Book, New York Times Magazine, 
Practical Home Economics, Red- 
book, Seventeen, Today’s Teens, 
Vogue and What’s New in Home 
Economics. 


® Fashions designed exclusively 
for McCall’s Patterns by name de- 
signers again will be given the 
spotlight, as during the past year, 
and two new names, Emilio of 
Capri and Sybil Connolly of Dub- 
lin, have been added to the design- 
er list. . 

McCall’s counter catalog has 
been redesigned and now is a slim- 
mer, easier-to-handle version. To 
assist the consumer in selecting 
fabrics for specific patterns, color 
photographs of suitable fabric 
swatches are now reproduced 
alongside featured patterns in the 
catalog. 

The company has scheduled five 
major traveling fashion shows for 
spring. These include a “prestige” 
show, featuring the “newest and 
finest” spring fabrics; a Miss 
America 1957 show in cooperation 
with Everfast Fabrics, a 1957 Maid 
of Cotton show; an all-cotton show 
featuring Avondale fabrics; an 
A. B. C. fabric show made up of 
patterns featured in the March 
Mademoiselle. 

On Jan. 10, the company will 
sponsor its second annual Art 
Needlework Clinic & Merchandis- 
ing Forum at the Waldorf-Astoria. 

Doyle Dane Bernbach Inc. is the 
agency. 


Sterling to Compton March 31 

In reporting the appointment of 
Compton Advertising, New York, 
to handle the @dvertising account 
of Sterling Brewers (AA, Dec. 10), 
AA omitted the fact that the 
changeover is effective March 31, 
1957. Smith, Benson & McClure, 
Chicago, current agency, will con- 
tinue to handle the account until 
that date. 


Philco Names Brichta 

Ira Brichta, formerly merchan- 
dise manager for Philco Distrib- 
utors Inc., Chicago, has been 
named advertising and sales pro- 
motion manager of the laundry 
equipment department of Philco 
Corp. He will head advertising and 
sales promotion for both Philco 
and Philco-Bendix automatic 
laundry equipment. 


Buxton Joins Hazel Bishop 
Dolores Buxton, formerly train- 
ing director of Revlon Inc., has 
joined Hazel Bishop Inc., New 
York, to direct the company’s new 
retail division. She will supervise 
the company’s rotating demon- 


strators. 
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HOLGAR J. JOHNSON, President, Institute of Life Insurance 


eal 


The President of the Institute of Life Insurance Knows... 


WHY LIFE INSURANCE PURCHASES INCREASED 
OVER 30% IN LOUISVILLE and KENTUCKY LAST YEAR! 


“The people of Kentucky purchased $77,000,000 
worth of life insurance last year, representing an 
increase of 30.5% over the previous year. This com- 
pares with a 9%increase for the country as a whole. 
Among other things, I attribute this impressive 
increase in Kentucky to the fact that more and 
more people are becoming convinced how impor- 
tant it is to give their family financial security 
through adequate life insurance protection. We 


have found newspapers an extremely effective 
means to convey this story to people in all walks 
of life.” | 
Last year, the Institute of Life Insurance took its 
story to the people of Louisville and Kentucky with 
11,656 lines of advertising in The Courier-Journal 
and Louisville Times . . . newspapers which invari- 


ably rank at or near the top in every quality sur- — 


vey of American newspapers. 


Gell LouisviLte for all iti worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


he Conrier-Zonrwal - THE LOUISVILLE TIMES 


392,500 Daily Combination © 313,633 Sunday © Represented Nationally by The Branham Company 


oy 5 2 ees 2 OSA ae ‘a ioe Reise: * = RE i oe Co a r- i. | a ae Sagem eS EF ie IRS Ce er ae he is 
“ae ee ji eee oS Rie. a OT ae Seen. lll aaa Be eis oc, een ; ee 
at a aus SOL =) -g SASL aie oe ae On eee ee Sate eee 2 : ne See a Ae |” ee ne On fe a 2 ‘i = ee 
oy m ¥ ei i ce ro ae a eee eee: ees ty hat ime Pr oe . \ , er Sap * Fy ae ¢ ve 
ee u cee eimai TE) = . pie a ‘SR Peer a7 i, Says 
\ 
\ ne 
H oan . : 
i Baas ‘ “ s 
_ Ue » 
t et) >. : 
4 . * & - ™, ; 
y & a. — 
_ ae. 
: Pee Ps 
4 wil ‘Weg aE ie : 
| Pe eee ; 
' a . De ~ 
, oe ~ 
| 3 q ; > 
_ < 
? i ", 
mi ' - 4 & 
| 7a ba, 
{ : 
; . 2 ’ ‘ Pr NS a 
it : : woe : 
mn ; , = ; 5 
Fe , ; : 
Bs = ia . + s . 
‘ei a > | : 
‘ . 
ia ! 
1 4 
| 
q _ ’ 
at 
. i ae 
t : ae ~ 
a 
be aa i i a 
> Vie oat : nO: . 
» RE Paice ae ea Te 
‘ oes: er Gee a j 
e: Men 3 ee p eae 1453 ‘ea ol 
per. a me ae 2 ee << e 
ioe 38 Se 2 aa “= 
et eae ceed 
i 2 Se ; ‘shales 0 hee 
; ia Jake Ae —. eer) . 
, oe a eee ‘ 
= Rt ce ae salle S eae <3 a 
as mar a ee a) ee on 
Z et) le 7 ah CS) a oe? ali : ~~ 
| ee pe ec? 7a eee : S <f 
a ee he a =e i. oie 
CIRC re ae = (Na Bs 4 YY 
4 a mere. Sas ae ce vai . nn 3 
) > i a peas. a ee 3 
ee RE nr >. a i De: . 5 
£ «te J i = ‘ : 
. i = Me 
. % « jt 
~ 
‘ . ; 
4 
ee 
‘ = 
‘ 
be: 
| | i 
4 
a 
eee ~ 
’ 
~ 
ee . ¥ 
fy 
ee : 
ee b 
‘ ioe 
$ eg ee Ea Shi 
od £ . 5 i a AG ame Ee tn Wet 
" ee ee ; 3 i ; 
- = ae fr ae AP SIS nr 9 a Pei = x f ag oS a ye al Pees 
ee eA ia ae 2) ees st oo Sees ; eee epee |G bee 
7 “SP: Tg OSes eee ae BS mee 2s =) ga ae oe ee | eee ‘Slee ic Be be i, a 
i. - aa aoe : poe Se cae S i. 2 a ie ie 7 eee oS Be ca o Se ae? =e oi: 3 ne 6 rs 
Seane, Herero ee a Wipes a a oe ee a ee 3 Aa cay Pet. 
es oeh f ae on ae > an Oe Pee ies: | Lae a. oy iim . 8 a ai 5a | SSeS Ry ey 6 es nat ee 


Another true-to-life story about some make-believe characters 


Who pulled the switch 
in the kitchen 
in Chicago? 


| cold and frosty morning, not so many years ago, 


dawn really did come up like thunder—when Papa shook the stove. 


And that was the signal for little John Henry to dash from cold 


bedroom to hot kitchen to dress BOOS in front of Mama’s well polished 


coal range (with six-hole cooking top, clean-out flue and hot water reservoir). 


Cook stoves and kitchens came big and substantial in those days. And 


Mama concentrated on culinary spit ’n polish, but not fancy fixin’s, 


John Henry remembered Mama when he became top brass at the K.P.Co., 


MAMA 
makers of scouring powder. i a g _ So he made K.P. the very best, 


thi most efficient household cleanser and sold it for the lowest possible price. After all, 
Ce 53 


nO 


thought J. Henry, housewives don’t want to spend any more than 


necessary on such a utilitarian, every day kind of product. 
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Experience proved that J. H. not only knew his housework, but also 


his housewives. And for years K.P. sparkled in kitchens 


MOUSE WIFE 


all over the city of Chicago. 
Then K.P.’s sparkle dulled and its sales started falling. 
So John Henry looked up Joe, an amateur cook and bottle- ‘ 
washer who specialized in scouring up advertising for the Chicago Tribune. 
And Joe, after consulting the deep-down dirt chasers in the Tribune Research 
Department, Ne came up with these bright and shiny reasons why: 
ie: fancy fixin’s are basic kitchen requirements. And color 


and glamour have taken over everything including the kitchen sink and the 
cw 


powder that scours it. Even scrubbing has become (almost) fun. 


Newcomers in the cleanser market have added not only bubble, bounce and bouquet to 


their products, but also to their advertising. No longer is it possible for a member 


> KE) 
ee to walk away with the game on 
7\P N) 


Furthermore, K.P. had been concentrating on the low-income market 


low price appeal. 


where pennies count most. But today’s biggest potential for household 
cleansers exists in the middle- and high-income groups. (They buy 75% of the scouring 
powder and are glad to pay more for the trimmin’s.) ea a? 
So by digging up these matters of fact, Joe helped John Henry 
figure out how to catch up with the big switch in kitchens in Chicago. 
And if you could use the same kind of information, why don’t you, too, look up 


(He’s a most accommodating guy. Has tattoo. Will travel.) 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the 


Tribune. And Joe’s the one to give the facts to you. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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A Slight Touch of Confusion 


United States Attorney General Herbert Brownell Jr. last week 
went considerably out of his way to applaud the action of General 
Motors in scrapping its cooperative advertising arrangement with 
its dealers. 

The Attorney General was pleased as punch, and indicated that 
the GM move came just in time to avert a legal joust with Justice’s 
anti-trust division. The Attorney General said the anti-trust divi- 
sion had been studying five specific questions about GM’s co-op ar- 
rangements: 

(1) That they required dealer adherence to factory established re- 
sale prices; (2) that control by GM of the greater part of dealer ad- 
vertising expenditures constituted an invasion of an area of decision 
which is more properly the function of the dealer as an independent 
business man; (3) that GM dealers were prevented from advertis- 
ing outside of areas specified by GM; (4) that GM dealers were pre- 
vented from advertising parts and equipment manufactured by com- 
panies other than GM, and (5) that advertising media have been 
deprived of the benefits of competition among GM dealers for their 
services. 

Now, presumably, the Attorney General is pleased with the GM 
move because it removes all or most of these “objectionable” prac- 
tices. But this is nonsense. The first point—about adherence to fac- 
tory-established resale prices—is clearly too foolish to discuss. But 
what about the others? 

Points 3 and 4 seem in no way affected by the current move. Point 
5 seems to have been changed not at all; the dealer who spent addi- 
tional advertising money of his own could always hire any agency 
he wanted, and he still can—if he spends extra money. 

Point 2 has certainly been affected by the GM decision—but how? 
P-~ ‘ously, GM forced dealers to contribute to an advertising fund 

.« which the dealers had no effective control, and that was bad. 
Now GM relieves the dealers of this onerous duty and will supply 
its own advertising funds—by raising the price of the cars. 

What was a service charge—added to the car invoice at net—now 
becomes a part of the cost of the automobile, subject to excise taxes 
and normal markup. 

So now the dealer is perfectly free to decide whether he will do 
any advertising or not; he needn’t worry his head about how his 
“advertising tribute” is spent. There is no tribute; the factory is go- 
ing to take care of it all, and raise its price! 

As has been pointed out, this will undoubtedly eliminate some 
bookkeeping. But exactly why the Justice Department is so pleased, 
and exactly how any real change has been made, it is difficult for 
the ordinary person to see. 


Agency Mergers Continue Apace 


Cunningham & Walsh, and the agencies which now have been con- 
solidated into the C&W family, have developed what seems to be a 
new approach to mergers in the advertising agency field. This one 
is a “consolidation” with overtones of a federation. 

Whatever it is and however it differs from other recent attempts 
te accomplish something more or less different from a simple merg- 
ing of two or more corporate personalities, the Cunningham & Walsh 
move again points up the fact that the advertising agency field, which 
has to a considerable degree resisted the general trend toward merg- 
er and consolidation, is by no means free from the forces that are 
pushing business in that general direction. 

The newest move is interesting in that it involves more separate 
enterprises than have hitherto been involved in single mergers, and 
it will be watched closely for that reason. If it works, it will un- 
doubtedly be followed, since the incorporation of local or regional 
agencies with established businesses is clearly an easier way for an 
agency to go national than to establish branch offices from scratch. 


Gladys the beautiful receptionist 
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—Jerry W. Moffett, Moffett-Shepherd Advertising, Dallas. 


“He’s had the office torn up for two days, looking for a candy book 
—a sweets catalog.” 


What They're Saying 


‘Hurrah’s Nest’ 

Yours truly finds it rather em- 
barrassing . . . when he calls upon 
some of his colleagues and sees the 
immaculate manner in which they 
keep their desks. . . . My embar- 
rassment stems from the fact that 
my desk always looks like a “hur- 
rah’s nest” . . . I had thought seri- 
ously of adopting this practice of 
clean desk top, but... I have 
decided against it for two reasons. 
First, I am firmly convinced that 
a cluttered desk top indicates ac- 
tivity—past, present and future. 
In the second place, my desk 
drawers are already full. 


—Rep. Walter Rogers (D., Tex.), 
quoted in the Daily News, Bangor, Me. 


From one point of view, the very 
offices in which you and I work 
represent a sort of “obstacle 
course” in the path of streamlining 
our work load. There are several 
elements generally present in each 
of our offices which represent 
those potential obstacles .. . 

First in our familiar working 
tool, the desk. Most of us have 
them. Many of us regard the desk 
as an essential to the conduct of 
our business. Perhaps that is so, 
but there are two charac‘eristics of 
a desk which cause trouble for its 
user. To the extent that it can 
easily increase our preoccupation 
with paper work and thus detract 
from our attention to personnel 
relations and to travel, it gets in 
the way of our objective of stream- 
lining. Inevitably, a desk is a trap 
for paper work. As long as desks 
have drawers they are going to 
contain papers of one kind or an- 
other. An interesting experiment is 
to undertake that infrequent activ- 
ity we know as “cleaning out 


i Sal Sa 


your desk.” It’s surprising how 
many papers of one kind and an- 
other we collect, and how many of 
them which at the time of receipt 
seemed essential, now no longer 
are of value... 


—Robert E. Johnson, vp, United Air 
Lines, speaking at the Advertising & 
Sales Executives Club, Kansas City, 
Mo. 


Jingles trom Heaven 

A completely unexplored field 
for the commercial application of 
a satellite is advertising. At first 
glance this would seem to be the 
scheme for truly world-wide cov- 
erage. The satellite would send out 
radio messages, which can be re- 
ceived on the earth’s surface by fm 
or television receivers. It is quite 
possible then to visualize the 
satellite as a kind of broadcasting 
station built and owned by a cor- 
poration and leased to various ad- 
vertisers. The messages which it 
transmits could be changed from 
time to time at the discretion of the 
man who leases the satellite. The 
information to be broadcast is 
transmitted to the satellite from 
the ground, recorded there on a 
tape recorder and played back for 
as long a time as the advertiser is 
willing to pay for it. 


—S. F. Singer, in “Space Flight—Fic- 
tion and Fact,” New York Times 
Magazine, Nov. 25. 


English as She Is Writ 


“ “As reported by Miskole offi- 
cials, women laid down in the 
roadway to halt the movement of 
Soviet tanks” (Nov. 2). Down 
isn’t laid, it’s plucked from a duck. 


—“Winners & Sinners, a bulletin of 
second-guessing issued occasionally 
from the southeast corner of The New 
York Times newsroom.” 
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Rough Proofs 


“Lucky Tiger president is own 
account executive,” headlines AA. 

Isn’t this supposed to be con- 
trary to the union rules? 


U. S. Public Health Service sees 
baby crop at all time high, the 
story says. 

These young marrieds are doing 
their best for national prosperity. 


Seaboard canceled Winchell ra- 
dio show for “offensive remarks,” 
and Winchell took the offensive 
again in telling all about how it 
happened. 


Following up the cholesterol 
story, the American Meat Insti- 
tute advertising to doctors explains 
that a reasonable amount of fat 
in the diet is desirable. 

Question: Who wants the job of 
writing a definition for “reason- 
able’? 


The general reaction to the sport 
of watching old movies on tv and 
seeing how young the stars used 
to be is, “Time marches on—and 
how!” 


Don McNeill saluted salesmen 
everywhere on “Breakfast Club” 
Dec. 13, and appropriately includ- 
ed the ABC salesmen who have 
put so many good sponsors on the 
show. 


All hell breaks loose, reports the 
Eye & Ear Man, when the Trendex 
ratings come out. 

Some sponsors think life isn’t 
worth living anywhere except in 
the first ten. 


An agency looking for a copy 
chief describes itself as “a calm, 
organized outfit.” 

Don’t they even have an occa- 
sional round of brainstorming? 


The Department of Justice is 
filing so many anti-trust suits 
against people in advertising, pub- 
lishing, etc., that it may not have 
heard that the election is over. 


“Make love official” is the slo- 
gan of the Official Valentine’s Day 
Council. 

If the good saint’s day isn’t of- 
ficial by this time, it’s too late to 
worry. 


“Tex” Colbert thinks the size of 
the 1957 automobile market will 
depend on the salesmen. 

The salesmen will have to work 
like sixty, whether the car looks 


like it or not. 


“Wanted: Machine tool man for 
advertising agency.” 

And if he can arrange to turn 
out a few ads by automation, so 
much the better. 

Copy Cus. 
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than in any other 


Philadelphia newspape 
~~ 
Advertising linage is the final measure 
of a newspaper's sales power ; 


Constructively Serving Delaware Valley, U.S. A. 


Exclusive Advertising Representatives : West Cocst Representatives : ° 

| NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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READER’S DIGEST’S 
“A STUDY OF SEVEN PUBLICATIONS”* 
SHOWS 


McCall's 
number of average 
55,000-and- 


Each issue of McCall's offers an advertiser more than 30,000,000 opportunities 
to get his sales message seen and read by the important $5,000-and-up income groups 


TOTAL AVERAGE 
POP. BASE SAMPLE BASE AUDIENCE READING DAYS READING DAYS 
$7,000 OR MORE 19,712,000 1,866 
McCALL’S 2,115,000 15,090,000 7.1 
Reader's Digest 7,380,000 39,660,000 5.4 
Good Housekeeping 2,317,000 11,010,000 4.8 
Look 4,304,000 9,100,000 2.1 
Saturday Evening Post 4,059,000 6,881,000 1.7 
Life 6,869,000 10,745,000 1.6 
This Week 5,235,000 5,389,000 1.0 
$5,000 TO $6,999 21,333,000 2,309 
McCALL’S 2,319,000 15,060,000 6.5 
Reader's Digest 6,241,000 33,540,000 5.4 
Good Housekeeping 1,871,000 6,660,000 3.6 
Saturday Evening Post 3,320,000 7,252,000 2.2 
Look 4,012,000 7,238,000 1.8 
Life 5,787,000 7,350,000 i 
This Week 4,684,000 5,504,000 1.2 
$3,000 TO $4,999 45,341,000 5,305 
Reader's Digest 11,596,000 61,080,000 5.3 
McCALL’S 3,759,000 15,630,000 4.2 
Good Housekeeping 4,039,000 15,930,000 3.9 
Saturday Evening Post 5,957,000 10,808,000 1.8 
Look 8,079,000 10,164,000 1.3 
Life 10,031,000 11,361,000 1.1 
This Week 8,391,000 8,391,000 1.0 
LESS THAN $3,000 39,770,000 5,035 
Reader's Digest 6,798,000 33,930,000 5.0 
f Good Housekeeping 2,289,000 9,840,000 4.3 
McCALL’S 2,487,000 6,270,000 2.5 
Saturday Evening Post 3,540,000 5,691,000 1.6 
Life 5,346,000 7,343,000 1.4 
Look 3,945,000 4,676,000 1.2 
This Week 4,655,000 4,655,000 1.0 
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is FIRST 


eading days 
p families 


McCall’s leads all other magazines in the study— 


7 Reader’s Digest, Good Housekeeping, Look, 


Saturday Evening Post, Life and This Week! 


What does this mean to advertisers ? 


Families with incomes of $5,000 and up control 70+ 
of the purchasing power in the United States. 


Your advertising message has an opportunity for 
exposure on 7.1 days among McCall’s readers in the 
important $7,000-and-up income bracket—and 6.5 
days in the annual income bracket of $5,000 to $6,999. 


In these combined groups—in the income brackets 


McCalls 


The magazine of Togetherness reaching more than 4,750,000 families 


accounting for 70%' of the total purchasing power— 
your advertising message has a total of more than 
30,000,000 exposure opportunities in McCall’s. 


This is exceeded only by Reader’s Digest—and is 
13,000,000 more than Good Housekeeping — 14,000,000 
more than Look—16,000,000 more than Satur- 
day Evening Post—12,000,000 more than Life—and 
20,000,000 more than This Week! 


+United States Department of Commerce, Office of 
Business Economics, Survey of Current Business, June 1956 


* Copyright by Reader’s Digest. Study conducted by Alfred Politz Research, Inc. Approved by Advertising Research Foundation. 
For a copy of “A Study of Seven Publications,” write to Reader's Digest, 230 Park Avenue, New York 17, N. Y. 
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THE 


for he is the creative force in 
a dynamic, growing industry! 


Earth satellites, FM, TV, radar, transis- 
tors, scatter propagation, solid state elec- 
tronics point the way to the markets of 
tomorrow. In radio-electronics, the radio 
engineer builds these markets as he builds 
idea upon idea. Progress is spelled in new- 
ness — printed circuits, computors with 
memory feed-back control, telemeters that 
reduce radio signals to understandable 
data, completely automatic factories. 


This comparatively young field will reach 

a 12 billion dollar volume this year and 
promises, within half a decade, to rival the automotive field as our 
nation’s largest industry! IRE always remembers the men re- 
sponsible for this growth. 


The Institute of Radio Engineers is a professional Society of 
60,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. And Proceedings of the IRE is the only engineering 
journal in the radio-electronic industry exclusively edited by and 
for radio-electronic engineers. 


Yes, IRE remembers the man... then is it any wonder that the 
men remember IRE? Best way to get products remembered, if 
they are sold in the radio-electronics field, is through advertising 
in the pages of Proceedings of the IRE for...if you want to sell 
the radio industry, you've got to tell the radio engineer! 


INSTITUTE OF RADIO ENGINEERS 
Proceedings of the f RE 


Adv. Dept, 1475 Broedway, New York 36, New York 


® Chicage * Cleveland * Sen Francisco * Los Angeles 


Desilu’s New 
‘Whirlybirds’ Is 
Sold in 70 Cities 


New York, Dec. 11—‘Whirly- 
birds,” which has just been put on 
the tv market by CBS Television 
Film Sales, already has been sold 
to sponsors in nearly 70 markets. 

Biggest deal for the film was 
signed with Continental Oil Co., 
covering 39 western and south- 
western stations. Benton & Bowles 
is the agency. 

Other sponsors lined up for the 
adventure series about a couple of 
helicopter pilots include: Laura 
Scudder Foods (Mottl & Sideman 
Advertising Agency) in all Cali- 
fornia markets and National Bis- 
cuit Co. (McCann-Erickson) on 
six stations. 

“Whirlybirds” was filmed by 
Desilu Productions in cooperation 
with Bell Aircraft Co. 


Schering Names Finzi, Bogen 

Sergio Finzi, formerly Latin 
American area sales supervisor of 
Schering Corp., Bloomfield, N. J., 
| pharmaceutical manufacturer, has 
|been appointed merchandising 
manager of the international divi- 
| sion. At the same time, Stefan Bo- 
| gen, formerly with McAdams In- 
|ternational, New York, was ap- 
| pointed a copywriter in Schering’s 
a department. 
LaGrange Appoints Scherer 

B. Morgan Scherer, copy direct- 
lee for the past seven years of La- 
Grange & Garrison, Indianapolis, 
has been named exec vp of the 
| agency. 


WAVE 
and WAVE 


On 30 years of service to the public 


May this record be a continuing means 


of preserving freedom of the a 


WAVE 270 xc 


LOUISVILLE, KY. 


WAVE-TV CHANNEL 3 


TV 


ir-waves. 


Advertising Age, December 17, 1956 


Getting Personal 


Wallace Patterson, co-publisher with his brother, Stuart, of Amer- 
ican Restaurant, was married in Chicago Dec. 1 to Lynn Buehler... 
Another Dec. 1 wedding was that of Ann Caryl Ewing and Peter L. 
Randler, in Evanston, Ill. Ann is the daughter of Frank D. Ewing, 
chairman of Fensholt Co., Chicago. 

Harry R. Swanson Jr., of the sales and pr staff of Columbia River 
Packers Assn., Astoria, Ore., has been appointed administrative as- 
sistant to governor-elect Robert D. Holmes, who has been manager of 
Station KAST in Astoria... 

Mark J. Greenberg, who handles circulation promotion for 
Esquire and Coronet, is engaged to Sheila Glatzer of Whitestone, 


PENMEN—John (“They laughed when I sat down at the piano”) 
Caples and Willard (Brainstorming) Pleuthner, vps at BBDO, New 
York, have a look to see just where the country is, now that their 
books have been translated into Japanese. Caples’ “Tested Advertis- 
ing Methods” was translated about two years ago; Pleuthner’s 
“Building Up Your Congregation,” just recently. 


Carter H. White, vp and general manager of the Record-Journal. 
Meriden, Conn., has been named to the Meriden Chamber of Com- 
merce Retail Trade Board... 

A number of Connecticut newspaper and radio executives are 
serving on a new fund-raising drive for the Connecticut Institute for 
the Blind. Named to the campaign committee are John Sudarsky, 
business manager of the Hartford Courant; Thomas F. Ferguson, co- 
publisher of the Manchester Herald;Lionel S. Jackson,assistant pub- 
lisher of the New Haven Register; and Paul W. Morency, general 
manager of WTIC, Hartford... 

It’s been a busy few weeks for Jim Lehde, president of the Seattle 
Junior Adclub. On Nov. 10 his wife presented a third daughter (third 
child), and on Dec. 3 Jim left the ad department of Weisfield’s to 
become assistant production manager of Pacific National Advertising 


Agency... ri 


ot 


SERVICE AWARDS—A. W. Neally, second from left, vp and manager of 

Batten, Barton, Durstine & Osborn, Los Angeles, presents service 

awards to five staff members to mark a total of 30 years of service. 

Receiving a wrist watch for 10 years is Marion Wood, third from left. 

Others receved recognition for five years of service. Pictured are 

Linda Warren, Mr. Neally, Miss Wood, Bob Herzbrun, Milton Quon 
and Kay van Hartesfeld. 


John Loudermilk of WTVD’s art department, under the pen name 
of Johnny Dee, is author of the song, “A Rose and a Baby Ruth,” 
which is climbing right up the top-tune charts... 

Richard S. Jackson, assistant publisher of the Evening Register, 
New Haven, Conn., was married recently to Jean Wuertz Washburn 
in New York. . . Betsy Anne Norris, continuity director and super- 
visor of women’s activities at Station WPOR, Portland, Me., has 
become the bride of Herbert S. Holmes Jr. . . 

David R. Daniel, publisher, the Times, Hartford, has been elected 
a three-year Connecticut director of the New England Council. . . 

Phyllis M. Bishop, a performer and director of tv continuity at 
WMBR-TYV, Jacksonville, Fla., was married on Dec. 14 to James T. 
Hanskat, assistant floor director of the station. . . 

The radio and tv division of the United Community Campaign in 
Philadelphia came in with 120.5% of its quota, although the cam- 
paign itself fell short of its $13,000,000 plus goal. The radio and tv 
division placed second among all divisions. William B. Caskey, vp 
of WPEN and president of the Philadelphia Radio and Television 
Broadcasters Assn., was chairman of the division. . . 
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The 


New Yorker 
really 
gets 


around! 


c a é . " oS, 
’ Ih Oy ——j~A 


a Pe 
(FA 


Last year, for example, 57 different “Letter” reports appeared in 
The New Yorker's pages with world-wide datelines. They ranged all the way 
from Bangkok to Bali and Belize; from Portugal to Paris; from Wormwood 
to West Berlin and New Delhi; from London even to Llandudno. 


All to serve the cosmopolitan interests of our readers. 


THE 


) NEW YORKER: 


New York, Chicago, London, San Francisco, Los Angeles 
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in St. Petersburg 


If you've got St. Petersburg tucked away in your 
mind as nothing but a future retirement spot, 
better take a closer look right now. You may be 
missing something. 

Population has shot up nearly 60% since 1946— 
that’s three times the increase for the country as 
a wkole. Buying power is up almost 80%. Retail 
sales are up a whopping 160% (against the U. S. 
rise of 92%). 

And that’s only the beginning— because more and 
more industry is heading for St. Petersburg. Gen- 
eral Electric is building a multi-million dollar 
plant. United Aircraft is setting up an electronic 
research center. New or newly expanded com- 
panies manufacture everything from boilers to 
baby furniture, corsets to tape recorders. 

With all this activity, plans are under way to ex- 
pand the entertainment, cultural and educational 
facilities. Stetson University, for example, chose 
St. Petersburg for the site of its new Law School. 


If you want your share of the big boom in St. 
Petersburg, PARADE and the St. Petersburg Times 
will give it to you. Each Sunday they call on prac- 
tically every home in town. Each Monday they 
begin to move goods off dealers’ shelves all across 
town. 

PARADE ...The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets... 
with more than 15 million readers every week. 


How big is 
in St. Petersburg? 


(Per cent of families reached: ) 
LIFE ........12.9% 
COLLIER’S. 13.0% 
POST ...... 20.0% 
PARADE... . 86.0% 


Pinellas County 


south O23 4 \ 


peppers A 
ess ‘edad by Reynolds-Fitzgerald, Inc. 
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Department Store Sales... 


4% Drop Due to Margin in Yule Dates 


WASHINGTON, Dec. 13—Depart- 
ment store sales across the U.S. in 
the week ending Dec. 8 were 4% 
below those of sales for the similar 
week of 1955, the Federal Reserve 
Board reported today. 

The board pointed out that al- 
lowance should be made for the 
fact that the comparable week last 
year was two days closer than this 
year in evaluating the percentage 
drop. 


s For the four weeks to date, sales 
were unchanged and for the year 
to date they were 3% ahead of last 
year. 

Only one district showed a gain 
for the week—Minneapolis, with 
sales running 3% ahead. The other 
districts all showed losses as fol- 
lows: Boston, 4%; New York, 7%; 
Philadelphia, 4%; Cleveland, 3%; 
Richmond, 4%; Atlanta, 1%; Chi- 
cago, 4%; St. Louis, 9%; Kansas 
City, 9%; Dallas, 5%, and San 
Francisco, 6%. 

Detailed breakdown of these 
sales will be available next week. 
For the prior two weeks, sales 
broke down as follows: 


Federal Reserve Nov. Dec. 
District, Area, and City 
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Richmond District ................. r+ 1 
Metropolitan Areas 
W. hi 


Downtown ee r—10 —ll 

Baltimore ....... +6 +4 
Downtown Baltimore .. sink  r—10 —9 
Richmond 


Jacksonville .. 
Atlanta ........ 
Augusta ...... 
New Orleans 
Knoxville ....... 


Department Store 
Sales Barometer 


City 
0 . 
+¢ +6 
+1 +7 
+1 +8 
+3 +4 
+4 +7 
+4 +4 
Little Rock . +4 +1 
wet +2 —6 
3 +6 
4 +3 
8 +3 
Minneapolis-St. Paul ........ +8 +3 
re ~ ceecimareeh Suburbs +10 +4 
St. Paul . - +5 —2 
Cities 
Duluth-Superior ........ +10 +5 
Kansas City District .. —1 +1 
0 
—5 
0 
+11 
—ll 
— 5 
—1 
Joplin .......... r—5 —2 
I GID cencececcctsscsesneozesene r+1 1 
Dallas District ......................... +2 —i2 
Metropolitan Areas 
Dallas .............. —é6 —8 
+10 +5 
+3 —4 
+9 —25 
—9 —-9 
—4 r—10 
tan 
Los Angeles-Long Beach — 4 —13 
Downtown Los Angeles — 8 —lM4 
Westside Los Angeles .. — 1 —ill 
SacramMento  .....ccccccreceereneenne — @ —4 
BAM DESO .....2....cccccscceseeeees++0 +1 —18 
San Francisco-Oakland . — 5 —6 
San Francisco City .......... —6 —6 
—4 —7 
— 5 —8 
0 +3 
—7 —8 
+6 —ll 
+2 —7 


McDonald Opens Agency 
Dorothy McDonald, formerly ed- 
itor of McCall’s Food Service Bul- 
letin, has opened her own agency, 
Dorothy McDonald Associates, spe- 
cializing in home economics pub- 
licity and sales promotion service, 
at 25 Vanderbilt Ave., New York. 


Lee Joins Moloney, Regan 

Charles Lee has resigned from 
the staff of Garfield Co. San 
Francisco, to join Moloney, Regan 
& Schmitt, publishers’ represent- 
ative, in New York, effective Jan. 


2. 


Products in the Merchandiser 
are in with Fort Wayne Grocers 


schedule. It can also include .. . 


From years of experience, Fort Wayne grocers 
know that products promoted in the Merchan- 
diser (ovr monthly tob-size newspaper to 
grocers) ... move... because they're backed 
by newspaper advertising thot sells. Let us 
work out a merchandising program on your next 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—Sen Francisco 
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a special f Tame of mind... makes our Fashions in Living reader your Fashions in Living customer, 


“Why does shaieal Fachiaels in Living? She’s an active woman of taste. She knows the value, the authority, 


: of VOGUE'S news in clothes. She knows vocuE’s Fashions in Living news is as fresh as its wardrobe news. 


What is Fashions in Living? It’s vocue’s expanded report on today’s trends in decorating, furniture and 
‘entertaining. It’s in the same location in each of VOGUE’s twenty issues. It’s never less than eight editorial pages. 


What’s different about Fashions in Living and why does she love it so? VOGUE is her guide to decorating 


fails her. VOGUE puts all its past experience into reporting Fashions in Living. voGUE brings all its present 


her entire house (or a part of it): to setting an exciting table (or creating a new menu) and VOGUE never 


fashion authority to the way discerning people live and entertain today, with one common denominator—taste. 


Why is she your best Fashions in Living customer? Because VOGUE’s climate of ideas stimulates your key 


market. Your advertisement in VOGUE reaches the readers with the taste and means for quality merchandise. . 


if what you make and sell belongs to today’s 
FASHIONS IN LIVING 
... you belong in... 


VOGOU HE 


420 Lexington Ave., New York 17, N.Y. 
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for important people... . 


“Yes, | read ‘U.S.News & World Report’” 


—say twice as many people as just six years ago, in terms of circulation—now more than 
850,000 net paid. Three out of four subscribers hold managerial jobs. A family income 
average of $14,744* is a good measure of their job levels. 


“I find ‘U.S.News & Word Report’ most useful in my work” 


—say the important people. As a continuing research project, some 153,000 people listed 
in the annual rosters of America’s outstanding leaders are regularly surveyed as to how 
they read and rate the magazines in the news and management field. “U.S.News & Wor.p 
Report” has consistently received the most votes as the magazine most useful to them 
in their work.* 


“| have confidence in ‘U.S.News & World Report’” 


—these same studies also ask the executive 
in which one of these magazines he places 
the most confidence. In all studies, the — 3 68% oe a 
most votes consistently go to “U.S.News & u.S.News USEFUL:NEWS 
Wortp Reporr.”* ; ; . : FORMMPORTANT | 4 
World Report Al 

Be? Repor! PEOPLE 


No wonder the roster of advertisers in 
“U.S.News & Wor.tp Reporr” is as impres- 
sive and outstanding as the roster of its 
subscribers. 


Americas (lass News Magacine 


An essential magazine 


Essential to more and more readers 


Essential to more and more advertisers 
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EXAMPLE: 45.7% OF THE EXECUTIVES LISTED 
IN THE LATEST EDITION OF “WHO'S WHO 
IN COMMERCE & INDUSTRY” REGULARLY 
READ “U.S.NEWS & WORLD REPORT.” 


The findings are based on a 79.2% response — 
to a written questionnaire, as reported by 
Benson & Benson, Inc., Princeton, N.J.,‘in 
Research Report No. 59, available on request.* 


MAGAZINE RECEIVING THE MOST 
VOTES AS THE ONE MOST USEFUL 
TO THEM IN THEIR WORK— 
“U.S.NEWS & WCRLD REPORT.” 


MAGAZINE RECEIVING THE MOST 
VOTES AS THE ONE IN WHICH THEY 
PLACE THE MOST CONFIDENCE— 
“U.S.NEWS & WORLD REPORT.” 


( RORWOE OF rum wesreness eereme oF swormen ehour OF 
: 


*® For the research reports on these studies, ask 

' your advertising agency or write our advertising offices, 
45 Rockefeller Plaza, New York 20, N.Y. Other offices 

in Boston, Philadelphia, Cleveland, Detroit, Chicago, 

St. Louis, San. Francisco, Los Angeles, and Washington. 


NOW MORE THAN 850,000 NET PAID CIRCULATION 


...@ market not duplicated by any other magazine in the field 
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Information for Advertisers 


“Facts in Brief about the $5.5|tributing a market distribution 
Billion Upper Midwest Market”|map regarding the restaurant and 
has just been published by the/hotel markets. The 24x37” map 
Minneapolis Star and Tribune.|is printed in three colors. It offers, 


Ft. Bliss—at El Paso is one of the 
largest army posts in the U.S. It 
is the headquarters of ALL Anti- 
aircraft and Guided Missile training 
of the U.S. Army. 

This is a swell place to do Business! 


The €l Paso Times This reference folder contains|for each state, the kind of unit 
AN INDEPENDENT NEWSPAPER basic market facts about Henne-jand sales information which will 
MORNING AND SUNDAY pin a Coe Minne- |help manufacturers set up their 
apolis), esota and the Upper|own most salable restuarant and 

El Paso Herald-Post Midwest (Minnesota, North and | hotel distribution areas, according 
A SCRIPPS-HOWARD NEWSPAPER South Dakota and western Wis-/to Ahrens. Cepies are available 


EVENING 


consin). Copies may be had from|to manufacturers and agencies by 
William A. Cordingley, national! writing to P. Pompilio, promotion 


¢ Pig Sagi ‘ advertising manager, Minneapolis|manager, Ahrens Publishing Co., 
TWO Separate Newspapers @ One LOW RATE |i Asien Bremner iunsapernasted breaaetin ‘Ave, New York 17. 
e Ahrens Publishing Co. is dis-'e The first two of a series of 


KRON: TV’ SF 


BUGS 


BUNNY 
AVAILABLE 
Sun.-Fri, 5:30-6 PM 


S. F. CHRONICLE + NBC AFFILIATE +» CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 


Advertising Age, December 17, 1956 


bulletins on how to sell to the 
Catholic institutional market have 
just been released by Church 
Property Administration, business 
publication reaching buying fac- 
tors in Catholic schools, colleges, 
seminaries and other institutions. 
The initial bulletins provide in- 
formation, for advertisers and 
sales executives, showing what 
individuals exercise decisive buy- 
ing influence, and how they are 
to be reached. Advertisers and 
agencies wishing to receive the 
bulletins may write to Adminis- 
trative Publishing Co., 20 W. Put- 
nam Ave., Greenwich, Conn. 


e A new survey and directory of 
the meat packing industry in 
Southern California has been 
published by Span Publishing Co., 
Mill Valley, Cal. Contents include 
a list of all federally inspected 
and all state inspected meat 
plants in Southern California; a 
two-page street map guide to 
meat plants in the Vernon pack- 
inghouse district; charts and sta- 
tistics showing commercial live- 
stock slaughter, cattle and calves 
in feedlots, livestock in-shipments, 
population growth and retail sales 
trends. Published originally as a 
section of the November issue of 
Western Meat Industry, the di- 
rectory is available as a reprint 
for $1 from Span Publishing Co., 
Keystone Bldg., Mill Valley. 


e A sales map of Canada, show- 
ing population by counties plus 
coverage by Weekend Magazine, 
is available from W. D. Taylor, 
director of advertising, Weekend 
Magazine, 231 St. James St., W., 
Montreal. 


e American Builder has pub- 
lished a 16-page booklet giving 
the highlights of an extensive sur- 
vey among builders. The survey 
was conducted from a sample of 
99,000 builders, 1,625 question- 
naires were mailed and 682 usable 
replies received. Primary purpose 
of the study was to determine 
the reading preferences of buying 
influences in the light construc- 
tion market. Copies are available 
from J. W. Milliken, American 
Builder, 30 Church St., New York 
T 


TV Sponsors Shifting: 
Toni Cancels Some of Godfrey 
Columbia Records, New York 
(McCann-Erickson), has picked up 
sponsorship of two December half 
hours on Arthur Godfrey’s 
Wednesday night telecast (CBS). 
The time was made available by 
Toni, which is dropping its alter- 
nate half-hour on the Wednesday 
show and retaining Mr. G’s “Tal- 
ent Scouts.” No permanent re- 
placement has been set for Toni. 
Effective Jan. 8, J. B. Williams 
Co. (J. Walter Thompson Co.) will 
take over three alternate-week 
telecasts—with cross plugs—on 
the “Phil Silvers Show” (CBS) 
to give relief to Amana, which 
wants a post Christmas layoff. In 
the cancellation department at the 
same network, Colgate has served 
notice on “My Friend Flicka” as 
of the end of January. 


WE SELL ADVERTISING 
FOR ALERT PUBLISHERS 
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MGM 


ASERVICE OF —“ 
LOEW’S INCORPORATED 


Write, wire or phone 
Charles C. Barry, Vice-president, 
1640 Broadway, New York 
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Samuel Sansweet Resigns 


Samuel Sansweet, advertising 
and sales promotion manager of 


|}Pennsylvania Range Boiler Co., 


Philadelphia, has resigned. His 
duties have been taken over on a 


Quivey Joins Wilding Picture 
William Quivey has joined Wild- 
ing Picture Productions, Chicago, 
as an account executive in the 
company’s eastern sales division, 
New York. Mr. Quivey formerly 


Cigaret Sales Rise 3%: 
Trend to Continue in ‘57 
An estimated 3% rise in cigaret 
sales for 1956 is predicted by the 
Value Line Investment Survey, 
New York, which looks for a simi- 


lar rise in 1957 over 1956. The 
public has more or less returned 
to “normal” cigaret usage, the 
survey points out, but has swung 
increasingly to filter varieties, 
which may account tor 30% of 
consumption this year and further 
gains appear to lie ahead in 1957. 

Cigaret companies, sales and 
earnings are being aided by both 
trends. An important factor, ac- 
cording to the survey, is the wider 
margin of profit on filter cigarets. 
Filters sell at a higher price, re- 
quire 7% to 20% less tobacco and 
can be made partly from more 
economical grades of tobacco. 


Jackson, Haerr Names Three 

Richard A. Hall, formerly vp and 
manager of the Jefferson City of- 
fice, has been appointed general 
manager of the complete agency 
operation of Jackson, Haerr, Peter- 
son & Hall, with headquarters in 
the home office in Peoria, Ill. At 
the same time, Sherman Peterson 
and Lynn Bickett were named vps. 
Mr. Bickett will head the Jefferson 
City office and Mr. Peterson will 


had his own company, Action 
Films. 


temporary basis by Stuart Rich, 


eam York 36 a 
assistant to the vp of sales. 


ithe. 
Te Chet Se 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia - neapolis branch. 


Dallas’ Postal Business | 
ts Bigger than Caltias! — 


e@eeeseeenes 


‘ Dallas’ $20,000,000 annual postal receipts are half % 


again larger than Houston's, twice New Orleans’ — 
and greater than the total of Oklahoma City, San 
ntonio and Fort Worth! 


Why does Dallas spend 
so much for postage? 


Dallas’ big insurance and financial businesses are the 
heavy buyers of first class postage. But the Post Office’s best 
parcel post customer is Dallas’ large mail order business. 


Non-residents account for 35.2% of Dallas’ high-ranking 
retail sales. While many North Texans come to Dallas for their 
needs, others do their buying by mail. The Post Office 
credits a surprising share of Dallas’ large parcel 
post to Dallas’ big department stores, who coupon their ads 
in The Dallas News to entice this extra mail order business. Their 
good use of The News larger circulation in the 
Dallas Market helps make their Dallas business bigger than 
Dallas — and the Post Office's, too! 


Ghe Ballas Morning News 


Member, Metro Sunday Comics Network 


_ ONLY THE DALLAS NEWS 
COVERS Tit 
BIGGER DALLAS MARKET 


continue as manager of the Min-:: 


Advertising Age, December 17, 1956 


Boeing Ads Push 
707 Jet Airliner 
as ‘Most Tested’ 


SeaTTLe, Dec. 11—Boeing Air- 
plane Co. will break its bigget 
consumer advertising campaign 
with a four-color three-page ad in 
the Feb. 16 issue of The Saturday 
Evening Post. The ad will an- 
nounce the delivery early in 1959 
of its first commercial jet airliner. 

The heavy consumer magazine 
push for Boeing’s 707 jet airliner, 
billing at $1,150,000, with all ads in 
four colors, will be carried starting 
in February by Holiday, Life, 
Newsweek, The New Yorker, Time 
and U.S. News & World Report, in 
addition to the Post. With the ex- 
ception of the news books, all the 
magazines will start with three- 
page ads, to be followed by single 
insertions at later dates. The news 
books will carry nine pages each, 
with all of the other books carry- 
ing 10 pages except The New 
Yorker, which will have 14. 

The company has not used four- 
ec’'- “agazine ads since it intro- 
the Stratocruiser nearly ten 

Calkins & Holden, New 

ud Frederick E. Baker & 

A. sxiates, Seattle, are handling. 

C&H recently got the Boeing ac- 
count from N. W. Ayer & Son. 

Emphasis in Boeing’s copy will 
be given to its lead in commercia! 
jet aviation, along with the fact 
that the Boeing 707 is not merely 
on the drawing boards but has 
been “flying more than two years.” 
All of the ads will feature the pro- 
totype of the 707 in flight. 


8 Copy in the three-page ads reads 
in part: “There is only one Ameri- 
can jet transport in the air. It is 
ihe superb Boeing 707. And it has 
been flying more than two years. . . 
Already 11 famous airlines have 
ordered 707s. They chose Boeing 
jets for many reasons, including 
this: When deliveries begin in 20 
months, the 707 will be the most 
tested airliner ever to take to the 
skies.” 

Though copy has not been set 
yet for the single page insertions, 
samples like this probably will be 
used: 

“100 top jet airline pilots have 
flown the Boeing 707—America’s 
first passenger jet—and said it was 
the finest ship they’ve ever han- 
dled.” 

“First and foremost builder of 
long-range bombers since 1939, 
Boeing now leads the way in the 
design and production of jet pas- 
senger planes.” 

Boeing will supplement the con- 
sumer campaign for the 707 with 
an extensive military and technical 
magazine campaign using b&w 
page insertions. 


‘Florida Grocer’ Bows 

Trade Inc., 300 E. First Ave. 
Hialeah, publisher of weekly news- 
papers, has started publication of 
a tabloid-size bi-weekly newspaper 
called Florida Grocer. The news- 
paper, which will appear every 
other Monday, will be distributed 
on a controlled basis to grocers and 
supermarket management within 
the state. A page ad costs $300. 
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.- The bonus only one 


magazine gives 


to its advertisers ! 


Twice each year...and look what 


happens to the Good Housekeeping 


these muiti-market Weeks! 


* Newspaper tie-ins... 


VAVAOS As A\ & NL * Local Editorial Support... 

FRI ' * Retail Window Displays... ph? 
: * Departmental Displays. CY } 
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The buyi ide of 
more than 31,000,000 women 
(Crossley) 
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od AL 5 advirtianrs. 


Leading newspapers fill whole 
sections with advertisements 

Irs GOOD HOUSEKEEPING WEEK | quil editorial eupport of 

Guaranteed items. Why? 

Because they know the 

dealers who advertise, the 

customers who buy, have 
confidence in products 

bearing this money-back Seal. 
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eee Ideas as well as products were 


Aabvile And Westra North Car Week i sold. The Glass Containers Mfrs. 
On, ORS: Institute tied up with displays 


in leading department stores. 


— _- 
pedestal 


for the Seenad Voor... Starting Temerron 
Through Saturday, October Zirh — 
SF, 
war Te waseAU OR — ’ 
ping Wi bad UV. SF 
~ “ “TIMES 


meee 


Women of Chariotic 


ASHEVILLE’S SHOPPING CENTER BANNER-LINES GOOD HOUSEKEEPING WEEK. 
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APPLIANCES. 


% 


DRUGS @ COSMETICS. 


More than 1,000 retailers bought 554,388 lines of retail tie-in 

advertising. Magazine tie-ins are not new... BUT when 

an entire city turns out to support Good Housekeeping- = 
advertised products—that is new—and NEWS. : 


Radio aud TY add 2 media 


VAST NETWORK AUDIENCES HAVE WEARD ABOUT 

GOOD HOUSEKEEPING WEEK ON SUCH PROGRAKS 

AS CBS GOOD MORNING SHOW STARRING 

WILL ROGERS JR.. STRIKE IT BICH. 
Oust AND NBC’S TODAY STARRING DAVE GARROWAY. 
q HOME STARRING ARLENE FRANCIS. 


TONIGHT STARRING STEVE ALLEN, 


rod. Howscherping tehedule 


CBS GOOD MORNING SHOW™ STAR WILL ROGERS JR., AIDED BY THE NBC'S  BONITOR; TOP HETWORK RADIO SHOW. INTERVIZSWED GOOD 
US MARINE CORPS. HELPS STIR UP SALES ENTHUSIASH IN ALBANY. HOUSEKEEPING WEEK WIKNERS BEFORE THeIR TRIP TO EUROPE. 


First you have to get ’em in the store! It starts with x 
Good Housekeeping Week’s concentrated efforts of thousands fe 
of retailers, amazing newspaper coverage, excitement and z 
parades. But it doesn’t stop there! Every Good Housekeeping ae 
Week newspaper section has coupons for prize-drawings... _ = 
coupons that must be taken to stores, dropped in boxes in stores. 
This is provable store traffic—and it drew more than 

500,000 entries by actual count (breakdown on request). 
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; As one of the sponsors of To make the nost of 
GOOD HOUSEKEEPING WEEK in I2 cities, GOOD HOUSEKEEPING WEEK, 
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Koppers Company of Pittsburgh, | 
am re w— <~ (See nt 

makers of plastics, used the “chain - : 

reaction” of Good Housekeeping Week...to help their customers and their 


customers’ customers. Alerting their molders with the complete story spelled out in the 
packet above, they supplied those molders with a sample letter to go to the retailers. 
Armed with the molders’ retailer list, Koppers enlisted the waiting support of the local 


newspaper sales force, and paid for a display ad around which big and small retailers 


could buy space, associate themselves with national advertising as never before. The results? 


Well, these pages tell only a part of the amazing Good Housekeeping Week story. 
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Good Housekeeping ' : . 2 


| Here is part of the retail staff of the Dallas Times Herald get- : 
ting a Special briefing on the Koppers story before making calls A Me , 


| on all the tile dealers in the marketing area... to tell them the 
support their suppliers and Koppers were ready to lend them. 


Over 143 retailers participated in the 12 cities! 


“Good Housekeeping Week was a definite success for us. . 
We not only advertised our lines of carpeting guaranteed by A a 
Good Housekeeping, but we also tied in-with the half-page 
advertisement run by Koppers Company, Inc. 


“The increase in floor traffic during that week was most 
surprising and gratifying. Store sales for the week “ 
increased considerably and, of course, the coupons which ~y 
were brought to the store afforded us an excellent list Ee Ae 
of prospective customers. r 
“In my opinion, Good Housekeeping Week is the finest 
city wide promotion ever offered to the retailers of ee 
San Antonio. You can count on our store to participate in : 
this promotion next year.” 

L. W. Brock, Sales Manager 

ACME FLOOR FINISHERS, Inc. 

905 San Pedro Ave., San Antonio 1, Texas 


“We are enjoying a response to our ad in the Pittsburgh 
Sun-Telegraph in connection with Good Housekeeping Week 


Part of the special package were window display posters and beyond our expectations. 
stickers, a simple but effective prize of a plastic step-on disposal “We know that your contest has brought as many people eC. 
San” into our store the past three days as responded to our i 
can—one for winning customers, always one for each dealer who radio cesteal inte aah eine 
tied in with this great traffic-building promotion. Charles D. Young 
YOUNG BROTHERS LINOLEUM AND 


CARPETING : s 


Cows what Koppma says 


more bona fide returns than that of any other promotion 


which we participated in. re 
a “It brings a great deal of people into our store who haven’t oe 

| a. KOPPERS COMPANY, INC. : had the occasion to shop here. Many sales were made of : 
| RIOR Rena PITTSBURGH - 19 - PA. se substantial items, even after last year’s promotion, that ey 
naon meow 1 BS 
x opel Reveiter 13, 1950 —_ rere yg started when the coupons were first ba 
Armand J. Desmarias & ; 
DESMARIAS HARDWARE COMPANY ys 
1074-84 Stafford Road, Fall River, Mass. 8 
Mir. David Heal & 
Promotion Deparanen't : “The to the advertisement in a local . 
; response paper more 
Fatale a me don “ than exceeded our expectations and we were literally \ a 
J Seis Sitee swamped with personal calls and mail. Ros 
— been proved when a product has the Good Housekeeping oF 
ath to moans om arcuate ViGh: of Gu ecetie af its Guinationy Seal of Approval it certainly instills confidence in the 4 

= ee several yardeticks. personally checks @ j 
> dee mune to purchaser with the net fesult of an easier sale and a more “A 
agency, Bitten, marten, Deretioe & Ortor, Desy id the as thing in satisfied customer. What merchant could ask for more? i 
: “Permit us to again thank.you and Koppers for helping ~ 
dab 4s ones Seas Satiokay terdenk Daneebeapine leeks: ee us to sell quality and confidence the easy way.” ae 

give us their opinion of the promotion. We checked the sumber of ; 

coupons they had received from our ad in the special Oecd Bousekeeping Maxwell Shofstall ae 
rar eo eae C. P, LINOLEUM & TILE if 

As an additions] check, we mailed a cuestionnaire te ail of 3642 Toulouse St., New Orleans 19, La. eee *. 
the retailers who tied-in with our plastic all 
and asked thee the seme mestions. 

Prom our personal comtects ; rf 
received te date from our quest icamaire. ee 
we ceapechabat tie deed aah mopeut ai Bae aaaaas eee More than 85% of the retailers quizzed were enthusiastic . 

‘% 
about the results of Good Housekeeping Week... ° 
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Traffic-Building Sales Event. 


| these newspapers will be 


among those participating in 


as our third annual Spring 
______*_ Milwaukee Sentinel 


* Wichita Beacon  __ 


____* Battle Creek Enquirer 
and News 


* Knoxville Journal —-_—- 


* Charleston (West Va.) 
Daily Mail 


___..*% Mansfield News Journal _ 


__* LorainJournal  —=s_— 


__ Other participating news- 


papers in major markets will 


~~ be announced soon. — 
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- Paci on REFUND OF 


yy > 
$ Guaranteed by 


Good Housekeeping 


> 


And this is how you can share in the big * 

bonus of Good Housekeeping Week. 

If you are an advertiser, listen to 

Walter Van Guysling, Albany District 

Manager of Westinghouse: “Our dealer ads 

drew important traffic ...we look forward 

to repeating and strengthening our 
“participation next year.” And read 

the Koppers story and plan your package, 

alert your distributors and dealers now. 


If you’re not an advertiser, we'll help 

you become one! Write, call or wire us 

(or any of the participating newspapers)... 
Good Housekeeping, 57th Street 

and Eighth Avenue, New York 19, N.Y. 


# Big ? well, pee 1956... 


2,409,789 ne amma ten 


675,351 editoriat tines in the special 


Good Housekeeping Sections, explaining the Institute, 
the great Good Housekeeping Seal, helping to sell goods. 


ousekeepin 


THE BUYING GUIDE OF MORE THAN 31,000,000 WOMEN (CROSSLEY) 
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Advertising Age, December 17, 1956 


LARGE-SIZE CLAIM—This package 
“bucks all tradition,” according to 
the maker, by subjugating the 
brand name to the durability claim. 
Product Services, New York, is 
the agency for Continental Car- 
Na-Var division of Continental In- 
dustries. 


Shoppers Phone Is 
‘Live Classified’ 
Service in L.A. 


Los ANGELES, Dec. 11—Estab- 
lishment of a “live classified direc- 
tory,” to be in operation by the end 
of January, has been announced 
by Shoppers Phone Corp. 

The “directory” is designed as a 
service which will supply answers 
over the telephone to questions as 
to where particular products or 
services may be found. No charge 
will be made for this service. Rev- 
enue will come from a listing fee 
—$15 for retail] merchants—and a 
monthly service fee. National ad- 
vertisers who wish their dealers 
listed will pay a higher rate. 

Taking the classified directory as 
a basis, only one company or store 
will be listed in each category, ex- 
cept that zones may be set up for 
certain listings. In the case of a 
national advertiser, the caller will 
be given the name of the nearest 
dealer. 

At the outset, regardless of the 
number of subscribers, Shoppers 
Phone will offer a complete listing 
service, in order to be able to an- 
swer all questions and to encour- 
age the use of the service, accord- 
ing to F. K. Woll, vp and treasurer. 
As paid listings are added, the 
equivalent free listings will be 
dropped. 


® It is anticipated that as the serv- 
ice establishes itself with the pub- 
lic, other information will be 
provided, i.e., entertainment and 
travel information, times and loca- 
tion of public events, hours stores 
are open, etc. 

Mr. Woll says this service is new 
in America, although there is a 
similar and very successful one in 
Paris. Reportedly, it requires 180 
trunk lines for its volume of calls. 

He feels the need for the service 
will be quickly established and 
that Shoppers Phone will be “com- 
pelled” to expand to other cities in 
response to demands of national 
advertisers. The company has 
quarters at 521 N. La Cienega Blvd. 
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Book Foresees $30 Billion 


Tab for Packaging-Advertising 

“The Selling Power of Packag- 
ing” has recently been published 
by McGraw-Hill Book Co. With a 
warning from the author that 
“You'd better catch up with the 
packaging revolution before it 
catches up with you,” the book 
takes off with chapters on “If 
you want to keep growing” and 
“The wonderful world of packag- 
ing progress.” Mostly, “Packag- 
ing” takes a look at what’s “com- 
ing”—including “The $100 billion 
self-service market,” “The inte- 
grated package promotion,” and 
“$30 billion a year for packaging 


: fjand advertising.” 


The author of this sprightly 
book is Vernon L. Fladager, an 
account executive of D’Arcy Ad- 
vertising Co. The book hits the 
high spots “ ... of packaging’s | 
development and profit-building 
possibilities.” The 132-page book 
sells for $3.50. 


Get your bumper crop of premium sales with 
emblems of “SCOTCHLITE” 


REFLECTIVE SHEETING 


What better place for your message than right under the nose of America’s million motor- 
ists. These bright, colorful emblems of “ScoTcHLiTE” Sheeting sel! your service, do it 
cheaply, help nighttime safety besides. For a free demonstration of emblems with both 
safety and sell, write Minnesota Mining & Mfg. Co., Dept. AA-12176, Sc. Paul 6, Minn. 


3M y “SCOTCHLITE” Reflective Sheeting is a registered trademark of Minnesota Mining & Mfg. Co. 


THE MOST IMPORTANT TELEVISION STATION IN 


Pow. Make like a sharpshooter because you 
can’t miss. Channel Five has (at long last) 
come alive in a market as big as the side 

of a barn. Ain’t no one station covered this 
$2 billion heart-of-Carolina market until 
now. NBC-TV. 288,745 sets, maybe a couple 
more. 100,000 unhampered watts. H-R. 


THE RISEN SOUTH 


CHANNEL 
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- YOURE IN 


$2 BILLION 


FARMER 


low&* Homestead 
RICHARD S. PIERCE, PUB, DES MOINES, 1A. 


FACES—Well-known cartoonists have illustrated a 
series of ads for International Harvester Co. in a 
campaign to acquire new truck dealers. The series 
is running in Automotive News and NADA (Nation- 
al Automobile Dealers Assn.) magazine late this 
year and early in 1957. Here, R. Taylor shows a 
dealer who was embarrassed by customers asking 


for trucks “not in his line”; the Geo. Price character 
bemoans too many prospects for trucks “he couldn’t 
supply,” and Eldon Dedini’s sad man “loses sales 
because he doesn’t have enough truck models.” 
Other ads are illustrated by Claude Smith and 
Mischa Richter. One—an 1H dealer—beams happily. 
Young & Rubicam, Chicago, is the agency 


Imperial Tobacco Offers 
to Buy Tuckett Shares 

Imperial Tobacco Co., Montreal, 
is making an offer to buy all the 
$100 preferred shares of Tuckett 
Ltd., tobacco company, for $155 a 
share. Tuckett is a subsidiary of 
Imperial, which owns all of Tuck- 
ett’s 2,500,000 common shares. 


-..and you’re IN... ing t 

of Iowa’s best farm homes . ag ine 
farm publication depended on most... 
in the top selling medium in the top 
farm market of the US. 


m Gravure 
for National Advertising 


Pretty proofs made under ideal conditions do not 
indicate how a gravure positive will reproduce in 
specific national publications. Positives must be made 
and proved, the hard way, to fit the stock and running 
requirements of each publication. This is why our 
Gravure Division is specialized, by background 
knowledge, staff, and facilities, to make and prove 
positives for national advertising reproduction. In this 
field, as in letterpress reproduction where we have set 
standards for a quarter century, our objective is: 


"The best that can be made.” 


think of gravure for national advertising, think of CMG@H 


Collins, Miller ¢ Hutchings Inc. 


333 WEST LAKE STREET AT WACKER DRIVE @ CHICAGO 6, ILLINOIS 
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Verified Audit Will 
Have 100 Members by 
End of ‘57: Knight 


PaLM Sprincs, CAL., Dec. 11— 
John B. Knight, president of Veri- 
fied Audit Circulations, has pre- 
dicted that 100 publications will 
be VAC subscribers by the end 
of 1957. 

In a talk before the first annual 
meeting of the VAC board of gov- 
ernors, Mr. Knight reported that 
VAC now has 27 members, with 
three more expected to join before 
the end of this year. 

Mr. Knight said he based his 
prediction on the premise that 
VAC has made an auditing service 
available to all publications, re- 
gardless of type of circulation. 
This includes many publications 
that could not qualify for an audit 
under the rules of either of the 
other two auditing services, he 
said. 


® To provide additional informa- 
tion regarding the reader’s in- 
terest in a publication, the VAC 
board voted to divorce the “reader 
evaluation statement” from the 
audit and put it on a separate re- 
port with more information. 

The statement now shows how 
many readers of a_ publication 
find it “useful.” Additional infor- 
mation will be sought as to reader- 
ship and frequency of readership. 

Circulation verification also will 
be broadened. VAC now verifies 
that the reader is in the industry 
reached by the publication. To this 
will be added data on occupational 


analysis in terms of positions held 
in the industry. 


TelePrompTer Acquires 
Sheraton Closed Circuit TV 

TelePrompTer Corp., New York, 
has acquired Sheraton Closed Cir- 
cuit Television Inc. from Sheraton 
Corp. of America. Under the agree- 
ment TelePrompTer acquires the 
services and personnel of Sheraton 
TV and will operate the service 
as the group communications divi- 
sion of TelePrompTer. William P. 
Rosensohn, formerly exec vp of 
the Sheraton subsidiary, will join 
the new division as director of 
closed circuit activities. 

TelePrompTer’s recent associa- 
tion with Western Union Telegraph 
Co. will enable the group commu- 
nications division “eventually to 
provide nationwide total service in 
the field of group communica- 
tions,” Irving B. Kahn, Tele- 
PrompTer president, said. Shera- 
ton Closed Circuit Television has 
announced plans to stage Tele- 
Sell Spectaculars before 30,000 
salesmen in more than 25 cities in 
cooperation with local sales exec- 
utive clubs (AA, Dec. 10). 


Symons Joins Scranton 

Dr. George E. Symons, formerly 
a consultant and technical editor, 
has discontinued his private prac- 
tice to become exec vp and edito- 
rial director of Scranton Publish- 
ing Co., New York. 


U. S. Steel Adds Division 

U. S. Steel Homes, New Albany, 
Ind., formerly a subsidiary com- 
pany, has become an operating di- 
vision of U. S. Steel Corp. 


The Omaha World-Herald:--home delivered ia 


in 658 market towns in 


Nebraska and Western lowa 


Omaha 
World-Herald 


252,598 DAILY 263,674 SUNDAY 
ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 
NEW YORK * CHICAGO + DETROIT * LOS ANGELES 
SAN FRANCISCO 


Read by 3 out of 5 families in a 2.3 billion-dollar market 
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RUSSELL GOWANS 
President 
Crown Cork & Seal Co., Inc. 


Here is Russell Gowans’ Answer: 


“Food is America’s biggest industry. Supplying this nation’s families calls for fabulous 
numbers of cans, glass containers, closures, and packages of all kinds... to add sales 
appeal, convenience and safety. Handling this growing flood of containers means a 
continuing search for newer, speedier, better machinery and methods. 

“In finding the answers, we call on people in research, design and engineering, pro- 
duction . . . many other fields of technology as well. Wherever production planners are 
at work, at Crown Cork & Seal or anywhere else in industry, I have found them looking 
to the business and technical magazines they read to keep themselves abreast of the 
latest developments in their own and allied fields.” | 


. 


This new Crown Cork & Seal Company can-filler has made significant 
gains in speed. Engineering developments are now under way 
to continue this trend towards even greater speeds. 


48,380 Key Men in The 


Many of the people who design, produce and buy the 
machines used in food processing...and in every industry 
... Subscribe to McGraw-Hill magazines. 

These 34 publications are bought by those men who 
must keep pace with the changing technologies, new 
business needs, and coming trends in every major 
industry. There are more than a million of these men 
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Food Field Subscribe to McGraw-Hill Magazines 


who pay to read one or more McGraw-Hill magazines. 

Good business publications tell “How” in their editor- 
ial pages .. . answer the question “What with?” in their 
advertising pages. The readers who look to McGraw-Hill 
magazines for the answers to these questions control 
billions of dollars in purchases for business and industry. 

You can make your selling efforts directed at these 


men more productive by your advertising in McGraw- 
Hill magazines. Your advertising here is advertising at 
work ... building and maintaining preference for your 
products and services before and between your salesmen’s 
calls, helping take the many preliminary steps to a firm 
order. It is advertising that reaches your prime prospects 


—for pennies per call 
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ps to Successful” 


MB MORE SALES TIME: HERE 


Your advertisin g works with your salesmen to 
make every minute produce more for you 


It takes the specialized skills and face-to-face selling 
by your salesmen calling on business and industry 
to get the orders. Yet these orders are the end result 
of numerous sales contacts with the men who take 
part in buying decisions. Many of these steps to 
sales can be taken faster, more economically, by 
Business Publication Advertising. 

When you mechanize your selling through the 
use of Business Publication Advertising, you tell 


McGRAW-HILL PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N.Y 


all your prospects what your product can do for 
them. You are saving time for your salesmen. You 
relieve them —at pennies per call—of the many 
preliminary steps that must be taken along the way 
to a firm order. Every minute of their working day 
becomes more productive, because they are free to 
concentrate this valuable time in discussing product 
applicationsand inclosing sales. And you helpkeepthe 
favorable selling “climate” that leads to future sales. 


Mi MORE ADVERTISING HERE MEANS. 
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Bagley Succeeds 
Johnson as Gerber 
Marketing Head 


FREMONT, MicH., Dec. 11—Earle 
L. Johnson, who joined Gerber 
Products Co. in 1928 to introduce 
an “untried, unasked-for line of 
baby foods,” will retire Feb. 1 as 
vp in charge of marketing of Ger- 
ber Baby Foods. He will remain 
a director of the company. 

Mr. Johnson will be succeeded 
by Joseph H. Bagley, formerly vp 


Earle Johnson 


Joseph Bagley 


and general sales manager. Fred 
C. Yeakey, assistant general sales 
manager, will move up to generai 
sales manager. 

When Mr. Johnson joined Ger- 
ber 28 years ago, he was faced 
with the problem: Who would pay 
15¢ for a 4%-oz. can of strained 
peas, when an 18-oz. can of regu- 
lar peas costs only 10¢? 

He apparently found the answer. 
Ten years later, Gerber sales had 
zoomed from zero to $1,375,000, 
and Mr. Johnson was named gen- 
eral sales manager. In 1947, he was 
elected vp in charge of marketing. 
Now, ten years later, he is retiring 
from a division whose annual sales 
exceed $100,000,000. 


s Mr. Johnson’s successor, Joseph 
Bagley, began with Gerber in 1931 
as one of its first salesmen, serving 
the southern California area from 
Los Angeles. He left Gerber in 
1935 to open a food brokerage in 
Los Angeles, but returned to the 
Gerber company in 1938 when it 
opened a district office there and 
named him manager. 

In 1947, he was transferred to 
Fremont as general sales manager; 
he was elected a director in 1948 
and a vp in 1954. He also is presi- 
dent and director of Gerber Prod- 
ucts Inter-American Co. and a di- 
rector of Gerber-Ogilvie Baby 


What about 
Trading 
Stamps? 


There’s lots of controversy 
about trading stamps—and if 
you're at all interested in the 
subject, we heartily recommend 
a the January issue of 
ADVERTISING REQUIRE- 
MENTS and reading the article 
“Questions and Answers on 
Trading Stamps” by John W. 
Young, general sales mana 
for Eureka Specialty Printing 
Company. The company is one 
of the largest printers of trad- 
ing stamps and Mr. Young is 
in an excellent ition to an- 
swer some fundamental ques- 
tions about this new develop- 
ment in merchandising. 


ust in case, you're not an 
ADVERTISING REQUIRE- 
MENTS reader, ay? this cou- 
pon and attach $3 for a year’s 
(12 issues) trial starting with 
the January issue. AR covers 
everything an adman must do 
except buy time or space. Cov- 
ers all phases of advertisi 

production, promotion a 

merchandising. Your money 
back if you're not delighted. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


sae 


Advertising Age, December 17, 1956 


Foods Ltd. of Canada. 

Fred C. Yeakey, Gerber’s new 
general sales manager, has been 
assistant sales manager since 1954. 
Previously he was sales manager of 
Gerber’s Detroit district, after 
making his start with Gerber in 
1941 as a salesman in Indiana. 


Niles Bills $1,200,000 

Fred A. Niles Productions has 
reported gross billings of slightly 
under $1,200,000 for its first year 
of business. This exceeds Mr. 
Niles’ original estimate of $1,000,- 
000 made at the time the com- 
pany formally opened—on Dec. 12, 
1955. 


SAG to Bargain for Analysts 

The Story Analysts Guild of New 
York, which has affiliated with 
the Writers Guild of America, 
East Inc., will undertake collec- 
tive bargaining negotiations on be- 
half of analysts of dramatic mate- 
rial who work in the film and tv 
fields. 


WEST LAFAYETTE 
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Results prove it... 
JOURNAL and COURIER Advertising 


Produces Beer Sales in Lafayette Market 


Complete advertising coverage in a market is vital 
to selling beer. Experience has shown us that this 
degree of coverage is available in the Lafayette 
market only through advertising in the Journal 


and Courier. 
WILLIAM J. LAMB, President 
Lafayette Beverage Distributors 
Beer Distributors 


This Important Indiana Market Is Covered Only by the 


LAFAYETTE 


INDIANA 


Indiana's Best — 
Balanced Market 


JOURNAL’ "COU 
9 _Member of Federated Publications 


REPRESENTED NATIONALLY GY 
SAW YER-FERGUSON-WALKER COMPANY 
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oxygen administered in}o 


Unable to breathe adequately, this premature baby must have 
its:lungs. ““Preemies” represent from 5 
to 10% of all births, and 50% of fatalities among the newborn. 


New methods like this are keeping infants as tiny as 1 pound 8 
ounces alive and able to develop naturally 


TELEVISION: from the premature babies’ nursery, 
Baltimore’s Sinai Hospital 


phe TELECAST described the new methods 
which are helping to save premature babies. 

This is one of a series dealing with new medical 
techniques in the treatment of mental disease, of 
diabetes, rehabilitation, anesthesiology and so on. 

These telecasts come from leading medical 
schools and hospital research centers. 

To make these broadcasts possible the schools and 
hospitals, obviously, have had to see the educa- 
tional value of the series. 

Their sympathy with the purposes of the series 
has led them, with the American Medical Asso- 
ciation, to give their wholehearted co-operation. 


To be of value, of course, these programs have had 
to be authentic portrayals of the new techniques 
under discussion. The doctors, the nurses, the 
patients—all are real. 

“Medical Horizons,’ as this television series is 
called, was developed with CIBA Pharmaceutical 
Products Inc. by the J. Walter Thompson Company 
to meet very special and professional problems. /t is 
produced and directed by J. Walter Thompson Company. 


J. WALTER THOMPSON COMPANY 
New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D. C., Miami, 
and principal foreign markets 
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From “Consumer Finances Over The Life Cycle” by John B. 
Lansing and James N. Morgan (based on data from Survey 
Research Center of University of Michigan in cooperation 
with the Federal Reserve Board) “Young Married” include 
all married spending units up to age 45. Young Marrieds 
are a lot older than most people think. And a great deal 
older than has been publicized in recent months. 

Most people we know believe that AGE 30 comes a lot closer 
to marking the change from Young Marrieds to Established 
Marrieds. At this age, for the most part, couples are established 
in their marriage —in their homes, in their jobs and in their 
communities. 
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)-Years-Old-And-Over 


of heads of families* 
with incomes of $7500- 
and-over are 
30-years-old-and-over 


* spending units 


Pe 


From special tabulations based on this year’s report, ‘1956 Survey of Consumer Finances—Durable Goods ae 
fan 


and Housing” prepared for the Federal Reserve Board by the Research Center, University of Michigan. , se 
afi: 


YOUR BEST CUSTOMERS BUY HOUSE BEAUTIFUL... Ps 
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& of House Beautiful 
i circulation is among families 
& where the breadwinner is 
30-years-old-and-over 
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This year's report ‘1956 Survey of Consumer Finances—Durable Goods and Hous- 
ing” is a statistical goldmine. Based on special tabulations from it one significant 


market fact shines brighter than all the others: 


The great marketing importance of those people 


“30-years-old-and-over"’ 


This group accounts for: 


187 (or 6.5 million) of all TV SET purchasers 

15% (or 3.2 million) of all REFRIGERATOR sicaililaee 
14; (or 3 million) of all RANGE purchasers 

14, (or 7.2 million) of all FURNITURE purchasers 

18% (or 3.5. million) of all WASHING MACHINE purchasers 
: 827, (or 5 million) of all NEW CAR purchasers 


Oo 
167% (or 1.9 million) of all non-farm HOME purchasers 


the magazine that sel//s both sides of the counter. Over 650,000 high-income Pace Setter Families includ- 
ing over 55,000 actively engaged in retail trade. Median income: $10,000; Average income: $14,750 
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national consumer 
magazines in 
pages of 


HOUSEHOLD FURNISHINGS 
ADVERTISING 


—for the 
13th year in a row! 
P.I.B. 


FURNITURE 
ADVERTISING 


~—for the 
11th year in a row! 
P.I.B. 


CHINA, GLASS & POTTERY 
ADVERTISING 


—for the : 
1lth year in a row! 
P.1.B. 
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CONTINUES TO LEAD 
ALL NATIONAL CONSUMER 
MAGAZINES IN PAGES 


OF MAIL ORDER 


ADVERTISING FOR THE 


14TH YEAR IN A ROW! 


again leads All 
national consumer 
magazines in 
pages of 


CARPETS, RUGS & PADS 
ADVERTISING 
—for the 

13th year in a row! 


P.1.B. 


sells both sides of the 


counter — over 650,000 


upper-income Pace Setter 


Families including over 
55,000 in retail and building 
trades. With over 5 


readers per copy — an 


WALL COVERINGS 
ADVERTISING 


—for the 
11th year in a row! 
P. 1. B. 


audience of over 34-million 


men and women readers. 


Median income: $10,000. 
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Cool Summer 
Brought Spotty 
Sales: Survey 


Vigorous Merchandising 
Offset Weather Effects 
in Scattered Localities 


New York, Dec. 12—How bad 
was summer business? 

Is it true that sales of soft 
drinks, fans and other summer 
goods which depend on hot weath- 
er as a sales factor were off so 
much this year that manufactur- 
ers, wholesalers and retailers are 
carrying excess inventories? 

The situation varies in different 
areas, according to a check made 
by AA among business papers and 
other sources. But the over-all 
picture apparently is not as bad 
as late summer reports indicated. 


5 direct mail 
ont SALES experts can 
SALES help you 


step up customer 
response, find your 
market and get 


your message there fast. 
|g Sa a nae 


\ 


4 
THE COMPLETE 
MAILING SERVICE 


Market Research 
Mailing Lists 


oT 


v 


Terminal Sorting 


Scheduling & Stock 
Contro! 


——8 «a quae aus aus oe oe 


Your phone call or 
post card can put the 
Lemarge gears 
in motion, 


“—, 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
HArrison 7-10380 


In soft drinks, the wholesale 
dollar volume of 1956 sales 
through September for the coun- 
try as a whole is up 7% over the 
comparable period of 1955, Bot- 
tling Industry reports. However, 
it notes that soft drink sales in 
New Enfland, the Middle Atlantic 
states and the North Central area 
in June, July and August dipped 
about 5% because of cool weather. 


® A sales survey made by Na- 
tional Bottlers’ Gazette shows that 


“for the U. S. as a whole, 60% of 
the returns reported an average 
15% increase in sales, 30% re- 
ported a 9.5% decrease in sales 
and 10% indicated no change in 
sales volume. 

“Profits followed a closely par- 
allel course: 39% of the returns 
showed an average increase of 
20%; 24% reported an average 
decrease of 13.3% and 12% indi- 
cated no change in their profit 
structure. 

“These are of course averages,” 


the report notes, “and vary wide- 
ly with the breakdowns by sec- 
tions.” 

Reports from the northeastern 
states showed an average sales 
increase of 18% amd a decrease of 
13%, with 50% and 40% of the 
bottlers, respectively, making the 
disparate reports. In the South- 
east, reports showed 69% of bot- 
tlers reporting an average 13% 
increase in sales and 22% re- 
porting a 10% decrease. In the 
North Central area, 40% reported 
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a 15% increase; 50% reported an 
8% decrease. 

Basically, bad weather was the 
cause of most decreases, both pub- 
lications say. But new packaging, 
the introduction of quart sizes, 
carry-home cartons, and aggres- 
sive merchandising helped keep 
sales in cool areas at a higher 
level than they would have been 
without these helps, AA was told. 

Here’s the picture in other 
fields: 


e Summer furniture sales, na- 


WHAT KEEPS 


SAM 


HAGY 


SULD 


,..On The Lines He Carries? 


Here is a verbatim excerpt from an actual 
interview. Survey after survey show that 
thousands of other retailers share Mr. Hagy’s 


views. 


the book!” 


E.M.: “How about ads on the lines you now carry?” 


Mr. Hagy: “To me, those are the most important ads in 


you?” 


sales points.” 


“You say you spend 3 to 4 hours with each 
issue, Mr. Hagy. What do you find useful to 


“Well, the editorial articles for ideas ... and 
the ads. No question about it, Electrical Mer- 
chandising is the most useful publication 

read, for ads.” 


E.M.: “Why do you say that?” 


Mr. Hagy: “Why? What else keeps a retailer so sold ona 
line? I read those ads because they tell me so 
much I need to know about new product fea- 
tures and specifications, price information, new 


ae 


Se me OS ge: ig SE ee ee ey a See ee oe if >" ee pe, eM ne ‘i oer Pe ee ee ome AL) He ae ee ee ne i Ra ee ee a ee ee eee » ea oS i 
Petar se ee Bi es) are Be Segeae Ya Sea, on Ue jee oe le ie Bay a 
ge os Pea Sra eet OTe Wes, > ee oi veer EO ty ee * > as a J Pia é Eat of) er ene So 2 Sal pM meters oe: Se ae ene 
oe aA MRS fa ar a ce oie: as ae oa eat | kee a Ce ied Bess es ae ae ee ae a eee 
eS aa ee AP ; : ; . : ‘ ‘ 20 ee ee ee ll ee 
: _ A shh ik lace p22, ajpieatie ya 
= ch 
ae J 
_ 5 ee 
ae 
Eo? a 
an 
earns =, 
et 
eee _ 5 
Sg ee 
ss .. . | 
a 
pi Rois 
lt : ; 
ae 
Mea at 
ee 
ae 
ae 
“an 
s - a | Po | 
a Se es ae 
hee. 
Share | 
wiceie. Ree oy) 2 --? ee _— 
Sie eae ae ee ing q } ve ae 
o os Ce ee tT f 
oS Ee ae, 1 - <t : : ; 
re | ice. dale ie. : ey 
pay | ee ane ™, , + 
a) | co er at oe 2 F 
the et eae . 
 » wee aa eer : ‘ if 
Sed . : |, an 3 ee . 
ioe a ee en 
aoe a es oN gee. i? hie 4. 
ieee oh ar. rota "a f 
ae a a7) |) : $2) $ ies <5 : 
es 4a “a ae : A : % > ; 
ec: ~ ee ay: ¢ ae a x Ree a} ar: i | pret Sse 
{a e Oo) Ge er a ay “4 a a . 
hg wie’ | ae a oss ——— ld aa 
4 oe a carminqalitiiinadanastdeiaphanemmtnnusiemnmscinneasititindesinetpiindainiteas | i re. wt ae \ 2a i. 
ote a. fons eee teat / — 
1s: 3 ye SS : hc “ a 
ore HIGH . ... .) Sa . iz 
Be Rs : a ; Me * i ne sig : Sera ~—, r ’ 
vy ae oe + sae ose 
ha GEAR! ae 
ad bal : cer ee , “ — " 
| de cme PC ere ee - ae ai, — c 
1 ta: t >a s on a, A a e : oe ~~ ; 
ate py » Bess | eae, ‘ae . 5 - ete ee 
£ {0 ig he il, i a os 5 cate Fea ne a ' 
ie i ee, ea ss Pe. Anan, %, ee ee 
ea ah /. | eis «Se a ed a 
t+ | 2) . i 5 mk iets ite 
¢) 7 | aa a 3 ig See Ene Ss i a, reg 4 
von 5 ne ee ie ee ae 
Fae ce Sie Beet) : a ee fs ‘ ° ¥ 4 
Ah tah ——_ iar 8) | h6of 
oe nec OR gel aay ee {tae eee ae ee 
ae Sat eA en ae See (eo be ia ey Se 
shoes Wy ty nae — Se mie Se 
bet. ae anaes al ae } *) ee pe ae Sie oo 
i * eae rt eee | ay eR re Sa aa — - & 
Rie > ae a LO eee | ah te ' 
ae. SALES GOS 23 na ae. oe oo. ae ; 
ae a ‘ yy. : . tl bd . ! ee a ae ’ ae: Reo ee ‘ = : 
a Re . ; ar . oa meer a iS ig ea eee a 
ba >. + ~ ini a | a ie S a, ae ie ee ges Pe = aes tem : 
\ ae PRI SES a oo aa bie: 
ey : Ae Se po * a Reis + ae Bw. : 
Za #; % a - i i " og 5 ate ae <i ‘ ae a aS eG _—— a 7 
a a ¥ 4 | nee : ‘ y 
5 a ‘ 
mele SALES | | 
het! bes! | E.M.: 
if Sg SA an 
“s Les | a 
b Le a : 
bat ¢ marge 
Re SALE . 
iy ‘ Mr. Hagy: 
> hae 
anil por 
rat F ; 
ty Bee 
ee: tf 
Hi | 
2 cf : i 
Faad: at oe: ; .. eee (i a 4 
43 ee siemens ae , ~ 
i a — Pa : a, eee on t m= | “ Ss 
me Aye ‘ a a i a “ ; ~~ 4 
ris: ; ae a , ‘ | * 
hes ; ee ag Bi “- ene 
es ; 3 ee es : ; age ae. 
ee , 4 a ; : 
Me - a a ul : ; 
Et Be af > 2 ~—n : eee: a a . 
Pa sad eae rf i 4 : rn 4 
ee Py e ? q ie a me ie e , =z oe, . %, 
a os od ae ae ra = — aa 4,’ - q on ae is a 
AS ae ; a ; © Matis, oes a ses 4 a Bo ; # 
ee Ber / ) aaa a i, % yaaa ee : ra ee 2 cy a ir ee ae en 
oy Oe an on aS 3 en. ow ee oS ee eee tS cc) a oa ae 
J toa _— ar a a ' Ge) ee ee CO ee 
ar. iii a es : *e oe a 
ot ee ee ae ee ad 4 oo. 2 oe a 8 ' Aa rad Jol 2 SS eee an a Rt c-Rel a ee 
ae : Eee ey ee ee i : alll ee Cee ae 
‘ erat A 4 Ol a aa as * Sie PSP 2 SS ia jet 1 cee ad a ot ae Ss Sle ae yor ‘a 
|: fe : ' \ ge 1 —— moet es, , | ee a ee Aci x oe Sry oo. ‘v6 Fee os 
a a | Multigraphing fy ee eh oe eee le — i, ie hd t : ae Pes ne 
4 : 5 ag am yb as a % ne i, emg : * i. ah Ne | an’ 
ot Imprinting ae 39. i ee | — > aie. ae et oe 
ike . — ae xs a F - = a Se. ij RS = ; a ne fe ae = ; e ie Ace i 
fe. 4 Cutting & Folding | : ore > ed ee a ~ in : penn 
ieee | 2 e a : a i Pe: peak A - . 
Ae, ‘oe Copy Art ‘ eA a _ Re ‘ea iegaes - " + 
is | q a i a . — ee 
meee | Mechanical & Hand ae gers = wa S a. VS +: i 
aes ‘ - : = ae - ee , ee a " . 
ess Inserting C= Ee » . 4 a. ; a oe oes a 
mare 7 = —_ ee er ee - it 
NG | a. 7 ae SiS ee "Sa 
2 ae e Addressing : aa c = (RE Ee j ‘ 
oa a | a : . i: Se 
ie a | ie eee a Ging i a ae ie 2 ee yt, 
Ege ” hy - a, eh. P Ret <. ws 
bi Side | = eae a : § = Sak ia 
be : ire — a oor oS D8 oe “d 
\ ig * me 3, ‘ a a - op te i. Shee” 
ee | : oe . ie ‘ ieee Pee eg e =a 
ce ; oe a te. 7 q 
| te: oo a i Te rs 
io) S * | a bd . 
os) Nee 
: é \ I 
ag | 
zart / 
8 
can / 
PaaS: 
is \ . 
7 > Y 
— MPAN 
a” ING SERVIGE 8S 
a MAIL 
as 
he ; 
s o8 
thy ‘Ps | 
ae ’ 
oe By 
oe : 
- hae 
eb { 
oe fi. s J ov ‘ 
oe er : As . 
Sg 2 eee RLS oa. 3 / og oe Pe meee, ee 7 , 3 pe tee ae ¥ : i Gas : i. : , f 
ae - Taare Bhi ak Ae as Pes oat Ey paet see ee ton ag pa ae So Bee Rie oe ee hat eat ae fee Ht 4 | | a eo cS 
So Oe ee ie Pe et ee Ree Se : ec aes Rice io er tee ab ee Se i ees ee a ee ee Ce ee 
Laem i eh ic aks 4 a ition e.) ee Bee ote een ; Bais ae Bee y ae “a eee! > eens oats fede! i. aa 
ae, ee To r te , ae Bo 7. = e ae ae oy Ted ‘ - ume pa ral ae 5 


Advertising Age, December 17, 1956 


tionally, according to Retailing 
Daily, were up 5% in June, down 
2% in July and up 1% in August, 
1956, compared with the same 
months of '55. 


e Major appliance sales, nation- 
ally, were up 24% in June, down 
20% in July, down 6% in August 
and down 6% in September, ’56, 
compared with the same months 
of °55, Retailing Daily reports. 
But according to _ Electrical 
Wholesaling, dollar volume of ap- 


pliance sales so far this year is 
up 4% to 5% over ’55 volume. It 
estimates appliance sales in the 
New England, the Middle Atlantic 
states and the North Central states 
were down about 5% this sum- 


mer compared with a year ago, 
and says that wholesalers’ and 


retailers’ inventories of 1956 mod- 


els in those regions are currently 
higher than has been the case 
any time previously during the 


past four years. 
It notes also that the increased 


dollar volume reflects price in- 
creases made effective this year 
and points out that both whole- 
sale and retail costs during the 
year have increased substantially. 


e Department store sales for the 
first half of 56 showed a 4% in- 
crease over the like period of ’55, 
and sales for the full year are 
expected to show an increase of 
3% to 5% over ’55, National Re- 
tail Dry Goods Assn. estimates. 
It will be 30 days yet before the 


summer sales figures have been 
tabulated. 


e Chain and mail order compa- 
nies throughout the country 
chalked up their seventh consecu- 
tive month of sales increases in 
November, according to a survey 
completed yesterday by the New 
York Times. For the first time 
since May, the survey shows, 
grocery chains lost their position 
as the best sales gainer. Apparel 
stores had the best increase, 13.1%. 


Mr. Hagy: “Yes ...1 do when 
them for my 14 


Mr. Hagy: “Guess that’s all. Except, I like your magazine, 


particularly Larry 
there’s nothing like 


E.M.: “Do you ever clip them out?” 


E.M.:“Any other comments, Mr. Hagy?” 


they list sales points. I clip 


Wray, the editor. To me, 
Electrical Merchandising!” 


E.M.: 


tors’ lines.” 


your line. 


Electrical 


Merchandising 


alone will cover the market alone 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


“What ads are you most likely to read?” 


Mr. Hagy: “Well, I’m always on the lookout for HOT 
items. And I like to keep tabs on my competi- 


You reach the top when you reach top dealers like Sam 
Hagy —and your advertising message in ELECTRICAL 
MERCHANDISING reaches and is read intentionally by 
Sam Hagy and thousands of America’s leading appli- 
ance-radio-TV dealers and distributors and buying 
executives. Advertise regularly in ELECTRICAL MER- 
CHANDISING to keep your dealers sold on selling — 


x *«* * 

Everybody in the appliance-radio-TV business has good 
reason to know Sam Hagy. President of The Good 
Housekeeping Shop, Inc., in Dallas. President of the 
North Texas Appliance Dealers Association. Member of 
the Board of Directors of NARDA. Brand Name Re- 
tailer of the Year in 1955. 
Asubscriber to ELECTRICAL MERCHANDISING since 1936. 


Certificate winner in 1954. 


@ @ 


43 


‘Fargo Forum’ Boosts Two 

The Fargo Forum, Fargo, N. D., 
has promoted Ward Thorne to na- 
tional advertising manager and 
Roy Thoreson to retail advertising 
manager. Mr. Thorne, with the 
newspaper since 1949, succeeds 
Mrs. Mabel Pierce, who will con- 
tinue with the national advertis- 
ing department, in which she has 
served since 1925. Mr. Thoreson, 
who joined the Forum in 1949, 
succeeds J. J. Hogan, named to 
head a new dispatch department. 


Pitman Succeeds Bailey 
Richard V. Pitman, formerly as- 
sistant advertising and sales man- 
ager of Motor Boating, New York, 
has been named to succeed Walter 
F. Bailey, who retires as advertis- 
ing and sales manager on Jan. 1. 
Mr. Bailey has been with the 
Hearst magazine for more than 45 
years. Mr. Pitman has been his as- 
sistant for the last 32 years. 


25.8% 


OF SOUTH CAROLINA'S 


DRUG SALES 


AMOUNTING TO 


$13,338,000. 


are in the COMPACT 


{| in SOUTH 
St  . CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture, Drugs, 
Autos, etc, are greater in the 
Greenville market of 510,320 
people than in any other mar- 
ket in S. C. By every accurate 
measurement, Greenville is 
your first market in South 
Carolina. : 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenviile Market. 


Daily Circulation 
- 99,084 
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Leinbach 


INSURER ENDORSES—Frank G. Harrington, ad and pr director of the 

North America Companies, spoke at a meeting of the Philadelphia 

chapter of the American Assn. of Newspaper Representatives. 

Shown with him here are Richard Holloway of Story, Brooks & 

Finley, chapter president, and Herbert W. Leinbach, manager of 

the Philadelphia office of Moloney, Regan & Schmitt and secretary- 
treasurer of the AANR chapter. 


Insurance Co. of North America Hits 
Winner—TY Plus Dailies: Harrington 


DELPHIA, Dec. f1—Results 
of the ad campaign combining tv | 
and regional newspaper advertising 
used by the Insurance Co. of North | 
America Companies has surpassed 
all hopes, Frank G. Harrington Jr., 
director of advertising and pr, told 
a meeting of the American Assn. of 
Newspaper Representatives today. 

The companies supported net- 
work television (NBC’s “Today”) 
with four ads in 450 newspapers 
throughout the country through 
N. W. Ayer & Son. The ads were 
scheduled once a week for four 
weeks, and newspapers were asked 
to solicit tie-in advertising from 
the agents in their communities. 

“Premium increases were reflec- 
ted almost immediately,” Mr. Har- 
rington reported. 

Where television and newspapers 
were used together last spring, 
premium increases ranged about 
33% higher than the average of 
markets where tv alone was used, 
he said. 

This fall, INA expanded its 
schedule of “Today” participa- 
tions to 90 stations and supported 
this with 937 dailies in the U.S. and 
15 in Canada. 


® He reported that about 4,000 
agents spent their own money for 
tie-in ads, and 400 bought tv time 
on their local NBC outlets. 

As reported by Mr. Harrington, 
here are some newspaper linage 
increases resulting from this tie-in 
campaign: From local agents, the 
Cleveland News obtained a 76% in- 
crease over revenue from the com- 
panies’ own ad; the Charlotte Ob- 
server produced 83% more rev- 
enue; the Philadelphia Bulletin 
secured 177 agent tie-in ads, for an 
increase of 131% in revenue over 
what the company had contracted 
for. 

“Our experience has borne out 
our faith in newspapers as an ef- 
fective and economical advertising 
medium,” he said, adding that 
newspapers give them good flex- 
ibility in meeting such problems 
as timing and local potential. 

Newspapers also have offered the 
Insurance Co. of North America 
Companies additional merghandis- 
ing assistance, he said. 

The results: In 1956, the com- 
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Effective JANUARY ISSUE! 


mew! “KING-SIZE” Forms Format Using: 
Staedard 7 rik Son tes & Frac 
COLOR CovEAS. sth Sao a Rates & Balls 


QUIPMENT Dear 


Fas} eampew, ¢ ears st» ae 


“INTER-LOCKED MARKET" +OR 
PLULABINIG & MEATING 
AIR CONDITIONING & VENTILATING 
1P-GAS EQUIPMENT ¢ APPLIANCES 
Our 19th Year « NEEDHAM 92, Mass. 


panies’ homeowner policy business 
will be up about 30% over 1955. 
|Since the fall campaign was 
launched in September, Mr. Har- 
rington said, average weekly pro- 
duction is up 63% over the weekly 
average of last year. Production of 
tenant policy premiums will be 
about 50% higher than in 1955. 


® INA spent a total of $350,000 
for advertising this year, with 
newspapers getting the bulk of the 
expenditure, he said. 

“We believe that newspapers 
have a stake in our success, be- 
cause we are perhaps the first of 
the stock-agency insurance com- 
panies to make a heavy and con- 
tinuing investment in the medium,” 
he added. 


Kansas City Agency 
Association Formed 


Kansas Crry, Dec. 11—A Kan- 
sas City advertising agency asso- 
ciation has been formed by agen- 


area. 

First of its kind in this area, 
the association is composed of 
|leading agencies here. One of its 
primary purposes is to offer ser- 
vices and talents of its member 
agencies to city and civic organ- 
izations to help promote and ad- 
vance the area. 

The association also will aid 
and assist other charitable, liter- 
ary, scientific and educational 


groups. 


® President of the new associa- 
tion is William C. Standart, of 
Standart, O’Hern & Lane. Lee 
Trainor, of Trainor, Christenson 
& Barclay, is vp. Secretary-treas- 
urer is Harold C. Beatty, of 
Beatty-Henderson. 

The association also has 
adopted a code of ethics and 
standards of practice. 

Directors elected, in addition to 
Messrs. Standart, Trainor and 
Beatty, are Jerry Reshkin, of All- 
mayer, Fox & Reshkin; Fred Far- 
ris, of Galvin-Farris, and Alec 
Pollard, of Comer-Pollard. 


Sara Pennoyer Joins Goehring 
Sara Pennoyer, formerly sales 
promotion director of Saks Fifth 
Avenue, has joined Jack Goehring 
Advertising, New York, as a vp. 
Miss Pennoyer had previously been 
a vp of J. W. Robinson, Los An- 
geles, and a vp of Bonwit Teller. 


Manheimer Named VP 

Dean Manheimer has been ap- 
pointed a vp of International Re- 
search Associates, New York. He 
joined the company in 1952. 


cies in the Greater Kansas City): - - 


Canadian Stamp 
Group Hits Back 


at Critics of Device 


Ortawa, Ont., Dec. 12—Cana- 
dian stamp companies have hit | 
back hard at the Retail Merchants 
Assn. in an attempt to counteract 
what they call “a vituperative pub- 
licity campaign ... waged by a 
management faction of RMA.” 

The Canadian Premium Stamp 
Assn. made its own views known 
in a brief submitted to Ontario’s 
Attorney General Kelso Roberts. 

Mr. Roberts’ department and 
several Crown attorneys have 
been studying submissions by 
business management to suppress 
or declare illegal the operation of 
stamp companies in Canada, and 
particularly in the Ottawa Valley, 
testing ground for the biggest 
stamp plans. 

Major charge against the com- 
panies has been that stamp oper- 
ators have been reaping huge 
profits from a business which 
claims to give customers some- 
thing for nothing. 


® The stamp association is made 
up of seven trading stamp com- 
panies—Universal Coupon Co. 
Ltd., Superior Premiums L.td., 
Theatre Premiums Inc., Gold Star 
Stamps Ltd., United Dominion 
Promotion Sales Ltd., all of Mon- 
‘real, and Superior Sales Black 
Diamond and Lucky Bonus Trad- 
ing Co., both of Toronto. 

The association asserts RMA. 
made “major errors” in its sub- | 
mission to Federal Justice Minis- 
ter Stuart Garson and Attorney 
General Roberts. 

Opposition to trading stamps, 
the brief says, comes from “busi- 
ness men who are unwilling to 
varticipate in the expected give- | 
and-take of aggressive, modern, 
free enterprise retailing.” 

The RMA says that as many | 
as 20% to 30% of the stamps sold 
are never redeemed for the goods 
they represent. The stamp associ- 
ation counters that there is “ab- 
solutely no Canadian knowledge 
of stamp redemption.” 


@ It adds, “U. S. experience is 
that long established stamp 
companies effect more than 90% 
redemptions.” 

The brief said Canadian stamp 
companies are budgeting for more 
than 90% redemptions. 

No evidence has been found to 
support RMA assertions that food 
orices were increased because of 
trading stamps, the brief said, de- 
claring that figures used to show | 
this were either meaningless or | 
incomplete. 

The association brief said that | 
RMA’s figure of 40,000 independ- | 
ent retailers “unalterably opposed | 
to trading stamps” is demonstra- | 
bly wrong and that many of these | 
retailers are now using causes 
stamps. 

The trading stamp does not | 
purport to offer something for 
nothing, as its opponents charge, 
the association said, but offers | 
“something for something.” 


| 
Fawcett Women’s Group 
Will Raise Rates in July 

Fawcett Women’s Group, New) 
York, plans a rate boost of 6.2% 
($290 a b&w page) beginning with 
July, 1957, issues of True Confes- | 
sions and Motion Picture. Individ- | 
ually, the magazines will advance 
$200 a b&w page. The group now | 
gets $4,640 a b&w page. Confessions | 
gets $3,250 individually and Pic-| 
ture gets $2,000. The cover price. 
of Motion Picture will advance | 
from 15¢ to 20¢ with the March, | 
1957, issue. 

James B. Boynton, vp and ad- 
vertising director, attributed the 
increases to mounting publishing 
costs. The circulation guarantee-of 
the group is 2,100,000. 


Advertising Age, December 17, 1956 


These are our clients: 


ADVISORY BOARD FOR THE PROMOTION OF 
FRESH CALIFORNIA BARTLETT PEARS 


AMERICAN CHAIN AND CABLE COMPANY, INC. 
Pennsylvania Lawn Mower Division 


AMERICAN CYANAMID COMPANY 
Fine Chemicals and Agricultural Chemicals Division 


AMERICAN EXPORT LINES, INC.—Steamship Travel 
AMERICAN TELEPHONE & TELEGRAPH CO.—Yellow Pages 
ASSOCIATED CHEESE DISTRIBUTORS—Gift Cheeses 
BANDINI FERTILIZER COMPANY—Commercial Fertilizers & Insecticides 
JAMES B. BEAM DISTILLING CO.—Beam’s Pin-Bottle Bourbon 
JAMES H. BLACK CO.—Salad Dressings 
THE BROOKLYN UNION GAS COMPANY—Cooking and Heating Fuel 
CALIFORNIA DAIRY INDUSTRY ADVISORY BOARD 
CHASE BRASS & COPPER CO., INC.—Fabricators of Copper and Brass 
THE CHASE MANHATTAN BANK—Banking Service 
COLGATE-PALMOLIVE COMPANY—Super Suds and New Products 
CONNECTICUT GENERAL LIFE INSURANCE CO. 

Life, Accident and Health, Group Insurance 
THOS. COOK & SON, INC.—Travel Service 
CROCKER-ANGLO NATIONAL BANK—Banking Service 


CROWN ZELLERBACH CORPORATION, 
Consumer Products Division—ZEE and Chiffon Paper Products 


DANISCO INC.—Aalborg Akvavit 
DECCA RECORDS, INC.—Phonograph Records 
EVERSHARP, INC.—Writing and Shaving Instruments 
FIBREBOARD PAPER PRODUCTS CORPORATION—Pabco Paints, 
Floor Coverings, Gypsum, Building Materials; Solid Fibre Containers 
FIRST WESTERN SAVINGS & LOAN ASSOCIATION—Savings and Loans 
J. A. FOLGER & CO.—Regular and Instant Coffee 
GLENDALE FEDERAL SAVINGS & LOAN ASSOCIATION 
Savings and Loans 
B. F. COODRICH—Sponge Products Division 
GREIST MFG. CO., INC.—Sewing Machine Attachments 
HANDY SPOT, INC.—Toiletries Distributors 
GEORGE W. HELME COMPANY—Viking Snuff 
HERSHEL CALIFORNIA FRUIT PRODUCTS COMPANY 
Contadina Tomato Products 
E. A. HOFFMAN CANDY COMPANY—Cup-0-Gold Candy Bar 
ITALIAN LINE—Steamship Travel 
JAGUAR CARS NORTH AMERICAN CORPORATION—Motor Cars 
KENNECOTT COPPER CORPORATION—Copper Producers 
WALTER KIDDE & COMPANY, INC.—Fire Extinguishers 
THE KITCHENS OF SARA LEE, INC.—Cakes 
LIBERTY MUTUAL INSURANCE COMPANY—Public Relations Counsel 
LISTO PENCIL CORPORATION—Marking Pencils 
LYNWOOD SAVINGS & LOAN ASSOCIATION—Savings and Loans 
LYONS-MAGNUS, INC.—Radiant Mix, Root Beer and Syrups 
MULLER BROTHERS—Automobdile Dealers 
NARRAGANSETT BREWING COMPANY—Beer and Ale 
NEW JERSEY MILK DEALERS’ ASSOCIATION 
NEW YORK CHAMBER OF COMMERCE—Public Relations Counsel 
NEW YORK DAILY NEWS—New York's Picture Newspaper 
PACIFIC CEMENT & AGGREGATES, INC.—Building Materials 
PACIFIC MUTUAL LIFE INSURANCE COMPANY 
Insurance Trade Advertising 
THE PERMUTIT COMPANY—Water Conditioning 
QANTAS EMPIRE AIRWAYS LTD.—Air Travel 
RED ARROW BONDED MESSENGER SERVICE—Messenger Service 
RICHMOND-CHASE COMPANY 
Heart’s Delight Nectars, Diet Delight Dietetic Foods 
GEO. D. ROPER CORP.—Gas Ranges 
ROSEDALE’S NURSERIES—Retail Chain 
SACRAMENTO MILK COUNCIL 
ST. REGIS PAPER COMPANY—Paper and Allied Products 
SAN FRANCISCO MILK INDUSTRY 
SEARS, ROEBUCK & COMPANY—Retail and Mail Order Chain 
SMITH-CORONA INC —Typewriters, Adding Machines 
SOUTHERN RAILWAY SYSTEM—Railroad Transportation 
E. R. SQUIBB & SONS—Pharmaceuticals 
STOKELY-VAN CAMP, INC.—PictSweet Frozen Food Division 
SUNSHINE BISCUITS, INC.—Crackers and Cookies 
THE TEXAS COMPANY—AlUl Consumer Products 
TOWLE SILVERSMITHS—Sterling Silverware 
UNITED PARCEL SERVICE—Delivery Service 
UNIVERSAL PICTURES COMPANY, INC.—Motion Pictures 
U. 8S. LEASING CORPORATION—Equipment Leasing 
WESTERN ELECTRIC COMPANY—Makers of Bell Telephone Equipment 
THE WHEATENA CORPORATION—Cereal 
WHEELING STEEL CORPORATION—Steel Products 


WM. ZAPPETTINI COMPANY, 
Growers and Shippers of Cut Flowers 


Cunningham & Walsh Inc. 


1660 Bush Street, San Francisco 9, California 
2301 West 3rd Street, Los Angeles 57, California 
6 North Michigan Avenue, Chicago 2, Illinois 
260 Madison Avenue, New York 16, New York 
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Cunningham & Walsh announces 


a new kind of National Advertising Service 


On January 1, 1957 


the following will become one 


national advertising agency: 


Brisacher, Wheeler & Staff san rrancisco 
The Mayers Company tos ancetes 
Cunningham & Walsh Ine. cnicaco 
Cunningham & Walsh Ince. new vor« 


More than a merger... 


this consolidation is the result of an entirely new plan 
of agency operation designed to meet the changing 
demands that advertisers are placing on agencies. It 
results from the fact that advertisers are requiring 
from agencies a country-wide knowledge of local and 
regional marketing and a cross-country ability to pro- 
vide clients with all important agency services. 


Our concept is a “joining together” of several suc- 
cessful creative agencies in important geographic 
areas— in one unified corporation, with one class of 
common stock and one board of directors. It differs 
markedly from the customary branch or service office 
set-up operating under full direction of the home office. 


National Management Committee 


To achieve unity of policy and administration, a Na- 
tional Management Committee has been established 
with representatives from each office. This committee 
is responsible for inter-office policy recommendations, 
operating procedure, and the quality of marketing 
and creative service. 


Exchange Personnel Program 


An additional feature of the new organization is an 
exchange of personnel among the offices. Marketing, 
merchandising and creative people will be inter- 
changed for brief periods to build a common knowl- 
edge of mutual creative and marketing problems and 
to assist each of the units on a national scale. 


“Man from Cunningham & Walsh” 
Goes National 


Each office will participate in the well-known “Man 
from Cunningham & Walsh” program. All account 
and creative personnel in each office are required to 
spend one week each year behind the counters of 
retail stores selling their clients’ products to the con- 
sumer. We know this Creative Merchants Program 
helps them to become more sales conscious and better 
advertising men and women. 


New Board of Directors 
The present Cunningham & Walsh Board has been broad- 


ened to include representation from each office. Frank- 
lin C. Wheeler and Robert Brisacher, San Francisco, 
Henry Mayers, Los Angeles, and Ivan Hill, Chicago, 
will become Directors of Cunningham & Walsh Inc. 

Franklin C. Wheeler will continue as president of 
the Brisacher, Wheeler Division of Cunningham & 
Walsh Inc. in San Francisco. Henry Mayers will con- 
tinue as president of the Mayers Division of Cunning- 


The man from Cunningham & Walsh 


-.. weighing in! 


tives and TV people to work at a 
retail outlet one week a year. 

This actual selling experience 
helps put more selling weight into 
our 


Cunningham & Walsh Inc., New 


in a grocery store 
York, Los Angeles, San Francisco, 
Chicago. 


Weil, it’s our agency's policy for 
our writers, artists, account execu 


Left to right: Ivan Hill, Herry Mayers, John P. Cunningham, Robert Brisacher, Franklin C. Wheeler 


ham & Walsh Inc. in Los Angeles, and Ivan Hill will 
be executive vice president of Cunningham & Walsh 
Inc., Chicago office. 


Uniform Operation 


Insofar as possible, each unit will operate on a uni- 
form basis. This will include uniformity as to basis of 


service and compensation, billing and accounting 


procedures, bonyses, stock participation, employee 
benefits, profit sharing, etc. 


The New Cunningham & Walsh 


All the merging agencies are members of the American 
Association of Advertising Agencies. They have pros- 
pered because they understand markets and have suc- 
cessfully filled the specific needs of their areas. 


This consolidation plus the recent entry of Conklin 
Mann Company into Cunningham & Walsh and the 
addition of other major accounts gives the new otgani- 
zation an estimated annual billing of more than fifty 
million dollars and a manpower total starting at 


around 500. 


Brisacher, Wheeler & Staff brings to the new organi- 
zation estimated billings of $5,000,000. The Company 
has successfully served advertisers since its founding 
by the late Emil Brisacher in 1919. It is particularly 
noted for its creative contribution to sales and mer- 
chandising problems and for its unusually talented 
assemblage of creative and executive personnel. This 
Division of Cunningham & Walsh Inc. is continuing to 
occupy its own building at 1660 Bush Street, San 
Francisco. 


The Mayers Company, Los Angeles, headed by 
Henry Mayers, is one of the best known and most 
respected advertising agencies in that area. Its esti- 
mated billings are approximately $3,500,000. The 
Mayers Company which once specialized in store pro- 
motion and direct mail has, since 1947, rendered corn- 
plete agency service to clients in the food, financial, 
industrial and public utility fields. 


Under the direction of Ivan Hill, the Chicago office 
of Cunningham & Walsh has grown in size and impor- 
tance over the past few years. Recently its personnel 
and services have been greatly expanded and it now 
offers complete departmentalized facilities. 


Cunningham & Walsh Ine. 


1660 Bush Street, San Francisco 9, California 
2301 West 3rd Street, Los Angeles 57, California 
6 North Michigan Avenue, Chicago 2, illinois 
260 Madison Avenue, New York 16, New York 


iy | eee ty ng ee ne oe a ee . Bel oS 2 
yore Ne Rae 2 Bia ne Lene Pe a Lala aOR MIE ORS a ou, 7 esas - MERE oe ‘ ee MP rt hi eet) re _ 
peesel ee ee : : 7 ee 8 ie SS piay see 
‘ Fi eae Mid rc : a 7 ae y is F ¥ 
‘ ees “ 
i 
n 
| ee 2 
j a 
j , 
j : 
= ~ ee ce 
;. 5 tes : Be ast. # \pSeaeeneS , 4 
ee pe SEA) . > : ae ae ate 4 eRe > arom Se : “ ‘ v 
a! ; ‘ ete » man Jaa % t = 4 EA cee aie oF ead ; 
1 ‘ Py ene he ae Sd ; } 7 “ ae we 
; var <% * c _ fet & aid 7 *e ; 
ime mide ie . ie en 4 
: , atk Pee ee ; ae P * i eae? i al 
ce a en | 
s eo Sage OE es a ae . 4 ao g Moat Te — eS 
a, 4 ‘: + ard re . Ja a. ~ a “ 
Saag as i“ a » ~ - aa oe ee : 
Err Bea F ch a ego y wei — = 
‘ ; aa es } pi SS Free 8 oa, eee Al 
k ° . f pe. ne wise © ee 
’ Ser, oa “ by ee SS aj = 7 . 
‘ . ae ie * : i oe ne i “ ; fn 
Ly: g ke 4 2 a 2 a. > ae . , 5 
- , om a) ae FE Ne c pe eg oo ee 2 r 
: —_—:  -_ oe ¥ ee 2 te. - > 
at Se Pie ae a to ae pts ‘ 
4 eae Weed ee i oa weds ao i ma & 
a P Me mien wae ; a i se Ak Pas 
— 2 : (areas J eS Me) i F «! c <7 : 
_ ie Si woe | oy ay ise er) 3 - . ik af Y May = otee & * : 
i Sie eee Se As A -2 2 Leena Sal : a es f ve 
i) = eee og Pee ag ae 7 ee ae eg ie 
———a— lc lm ae poche Ss wy ci 
—. a ae : ee * be" : Satie rd Seas ‘. 
_ # ae Pas Signe % 55 Se aces Bea 4 od 
a : ae 4 - aa mi ee re Paths: , ts ‘ 
a. an a PG ee Peel ae ‘ 
a oe) ae Sy qe ae - ee oe 
t ex ee pei , og a UREN ait Se ete Tec heh : ‘ f 
5 ¢ Sir. : ee el. seh Ae a : Ba: 
i i ai bee a 3 a . Was a Pe 
; k AS ae / f ei) gee dae Regs PS 3 .: 
' ee ¥ Ra) — ye, 0 ea aati Ba 
ae a att aa J ee oe ee bee oe ° ‘ 
Pe eee a ve fee ee ae: AB 
' ‘See - Cais ae Saa6 a ise eee eS) : rs 
Eye - a ce — oe. eo i 
4 = 4 a we a es ne " pte Ris oy 5 
; / 1 > ee be Rial “ 
Ba Le are, ae hi ay : te ‘ 
i oe ens ; — eee Sa ae irs - ~~ : ; 
a . eee i : ie . Pe Ae Bs cS Oe ae se & al 
Ce ia ao, . d ” % hee ee See i see a . 
, tier Bees 7, 3 Pi ‘ Oe: ~~ F% ge 43 
‘ By! Bete ae a ie es > : ‘ cies be 3 4 2 
he i aa a wae ; : ee ee de, S s pe 
a ee a Ree ae ey. * < “ 
7 ae oe 2.08 ger ee es = ee ee a Rete ° 
) : <i : ‘ : 2 hth eee a tty Ba 
, . 4 Og : = 
. ~ gg nen: : 
fi fe 
| Pe a te 
} ; 
mR, 
: tz 
: } 7 
; ae 
; ~~ 
4 = 
{ 
“= 
a : 
i : 
§ 
| “atic 
; 
; 
q 
' <s 
ee = 
t , PB a Ba F 
- Be 28 Be Sa m fs 
i rant = Na | ae S 
i ii E 
| ‘a g %, e ane 
' ot 5 ag oo... Baer . . 
p if ges pal vicehe 2 = et ae i fy F 4 
> a 2 aa OF | 
ae i, ee es — Se a gi ; 
wee hc. i pede ie res ie - 
Ce er ee —— ee 2A) Clee 
Mei hy fo oe aa cee i. ' fi 
tt he aes a ee ee Cae ie ‘ ee 
i Ce 7 ee ae Pr | os : 
(2 See ae eae eee cts z 
age. te. [ee > Be. : 
; 3 Lp A TE | eae =.) TS ‘ 
’ Se , hia —— . = 
7 A i + 
{ ; . Eo : 
{ = eS : rs 
as = 
' / pe ; 
; 7 Bree eae : 2 
customer may not know it, ate 
q but the busy clerk serving her is : 
} Gerry Gedney, an art director of ; 
; our advertising agency. iF 
| What's an artist doing working * 
' re 
' . . 
ee 
penne ee “ 
+ 
ee a 
ee 
yey 
. ~~ 
a sone » ——— « . ee 
ites > Pe Pee Pee se ce a > cin ot SE RES oA en Bie i — 0. ee td a om . 
apne « . A ee, SS ee re _ = ee: ry ae —— i) ies ee ome eee Ora Bey Ra ee s ae a a ‘a pee eS a “4 EIS 
aa ie es St nae ee es JO on nat es Re ee Oe a iS een: Be ge ee ee pe hy att Be : 
<i a Ces een ee, CO ie et ae a RAR Eee 3 ae Bo a a Is ey 


Bell & Howell Names Two 
Elizabeth Lyman, who has been 
assistant director of public rela- 
tions for the past three and a half 
years, has been promoted to direc- 
tor of public relations of Bell & 
Howell Co., Chicago. She succeeds 
Charlies K. Preston Jr., who has 
been serving in the dual capacity 


of pr director and corporate sec- 
retary since his election to the lat- 
ter office in 1955. At the same 
time, Whit Hillyer, formerly man- 
ager of instfuction and other con- 
sumer literature in the advertising 
department, was named manager 
of product information, a new po- 
sition. 


SRDS Publishes ‘Media/scope’ 

A new magazine, Media/scope, 
will be published by Standard 
Rate & Data Service, Evanston, II1., 
starting Jan. 15. The publication, 
with an initial circulation of 10,000 
copies, will be distributed on a 
controlled basis to media buyers 
and others engaged in media buy- 
ing activities. 


Four A’s Opens in ‘Frisco’ 

The American Assn. of Advertis- 
ing Agencies has opened its new 
western region office in the Russ 
Bldg., 235 Montgomery St., San 
Francisco. 


_ JOINS 
BC 


+ Chicago’s brightest music news and service station 
Chicago’s highest-audience station! 


Chicago’s most-bought station! 
NEXT MONTH 


becomes an important part of: 


06° 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


Radie — Boston, WBZ-+4-WBZA; Pittsburgh, KDKA; Cleveland, KYW; 


Fort Wayne, WOWO; Chicago, 


y Portland, KEX 


Television — Boston, WBZ-TV; Pittsburgh, KDKA-TV; Clevelond, KYW-TV; 


San Francisco, KPIX 


WIND represented by A M Radio Soles 


KPIX by The Kotz 


Agency, Inc. 


All other WBC stations represented by Peters, Griffin, Woodward, Inc. 


Advertising Age, December a5€ 


ed the British 


Isles broke loose the cargo of an English ship that sank off the 
coast of Kent in 1703. Lloyd’s records show the sunken ship carried 
a cargo of bottled ale for India. The odd squat-shaped green glass 
bottles, made by hand 250 years ago and holding two gallons each, 
floated ashore, some still tightly corked and wired with their con- 
tents of strong brown ale still potable. This dramatic evidence of 
the remarkable durability of glass so impressed the Glass Container 
Manufacturers Institute, New York, that it had this photo taken for 
the record. 


White House Frown 
Leads Ohio to Ban 
Mr. Boston Bottle 


WasuincTon, Dec. 11—A Christ- 
mas whisky decanter has riled the 
White House. As a result, sales of 
the decanter have been banned in 
Ohio. Gerald D. Morgan, White 
House counsel, recently sent a let- 
ter to the Ohio liquor director, 
William C. Bryant, in answer to an 
inquiry, and stressed the standing 
policy of the White House in op- 
posing the sale of anything that 
might imply a Presidential en- 
dorsement. 

The decanter in question (AA, 
Dec. 3) contains Old Mr. Boston 
blended whisky. It is a round 
brown bottle with white lettering 
fused into the glass. On the front is 
a picture of the Capitol and a cap- 
tion giving a brief history of it. On 
the back of the bottle is a scroll 
listing the names, birthdays, home 
states and inauguration dates of 
the 34 Presidents of the U.S. All 
the names are in the same size 
type. Over the picture of the Capi- 
tol is the usual Old Mr Boston 
paper label. 

Mr. Morgan said he acted after 


receiving three private complaints 


sales ideas!” 


My Name. 


Take the suggestion of Mr. Brandt and try 
Industrial Marketing for one-year at $3. If 
Industrial Marketing doesn’t prove an “effective 
stimulant for producing ideas”—better ways and 
methods to sell and advertise your products or 


+ MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED ¢«— —————-, 
To: INDUSTRIAL MARKETING, 200 E. lilinois St., Chicago 11, Illinois 


SOREEBENE EE SLE LEE IE AEE EEL ARTE: 
“INDUSTRIAL MARKETING is an effective 


stimulant for producing advertising and 


“Industrial Marketing is a magazine that not only 
makes for pleasurable reading, but actually 

answers problems for us. It is an effective 

stimulant for producing advertising and sales ideas.” 


says CMARLES S$. BRANDT, Advertising Manager 
Kent-Moore Organization, Inc. 


money back. 


Number. 


services to business and industry—you get your 


Trial order includes a monthly copy of IM plus 
the 576-page Annual Market Data & Directory 


* 


Title. 
Nature of 


Business__ 


Z 


State. 


(C0 $3 enclosed OO Bill firm 


1M 1S A SISTER PUBLICATION 


CO Bill me 


OF ADVERTISING AGE 


No extra postage Canada or Pan America; Add $2 a year foreign. 
AND ADVERTISING REQUIREMENTS 


in addition to the inquiry from Mr. 
Bryant. ' 


= A spokesman for Mr. Boston 
Distiller Inc. said the sale of the 
decanters would continue unless 
there is a direct protest from the 
White House. He said that the de- 
canter was not in bad taste and 
that the Treasury Department’s al- 


ol and tobacco division had ap- 
ed a similar decanter in 1952. 


broduct, nor does the com- 
pany’s advertising capitalize on the 
Prefident’s name or the Presiden- 
tial \office, he said. “The decanter 
is merely a historical memento 
prod for the Christmas trade.” 
The\decanter reportedly was be- 
ing off by some dealers in Ohio 
as a collector’s item and as a 
souvenir of the forthcoming in- 
auguration. 


DRYS SEEK CRACKDOWN 
ON MR. BOSTON BOTTLE 

WasnxincTon, Dec. 11—Dry forces 
are pressing the White House to 
crack down on those Old Mr. Bos- 
tion souvenir decanters which list 
names and inauguration dates of 
the nation’s 34 Presidents. 

Their pressure increased after 
White House Counsel Gerald Mor- 
gan wrote to the Ohio state liquor 
director objecting to any bottle 
which implies approval from Pres- 
ident Eisenhower. 

Now the drys want the White 
House to deal directly with Mr. 
Boston Distiller, and they are ask- 
ing former Presidents Herbert 
Hoover and Harry S. Truman to 


join in lodging protests. 
Alfred Bourassa, advertising 


manager for Old Mr. Boston, ex- 
pressed surprise at Mr. Morgan’s 
intervention, pointing out that the 
bottles were approved by the al- 
cohol and tobacco tax division of 
the Treasury and that they are 
identical to bottles which were dis- 
tributed as souvenirs of the 1953 
inauguration. 


Eaton Appoints Cowlin 

Sydney E. Cowlin, advertising 
and sales promotion manager of 
the Reliance division of Eaton 
Mfg. Co., Massillon, O., has been 
appointed director of market re- 
search of Eaton, with headquar- 
ters in Cleveland, effective Jan. 1. 
Mr. Cowlin has been with Eaton’s 
Reliance division since early 1942. 


Publishes Minnesota 
‘1957 Rates and Data’ 

The Minnesota Editorial Assn., 
835 Palace Bldg., Minneapolis, has 
published its “1957 Rates & Data” 
covering the state’s 423 weekly and 
daily newspapers. 


Give 

the Gift 
you'd 

like to get 
yourself 


ARMCHAIR SHOPPING SERVICE 
Hennessy is available everywhere, but 
you can now send Hennessy as a gift to 

friends and business associates in 30 states. 
For information, write, wire or phone: 
Beverage Gift Service, Dept. H, 
City National Bank Bidg., Beverly Hills, 
California. CRestview 1-6286 


kn 


HENNESSY 


The World's Preferred COGNAC BRANDY 
84 Proof + Schieffelin & Co., New York 
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it’s easier to START a habit 
than to STOP one! 


starts in 


Because of the big shifts in population, and the big changes in marketing today (50% of all 
brides are teen-agers!), more and more advertisers are carefully reviewing their media lists. 
And more and more advertisers are harnessing the power of SEVENTEEN Magazine to in- 
crease profit in this new era. SEVENTEEN is making news every month because: 

77% NEWSSTAND SALES. Of the 10 leading* women’s magazines, sEVENTEEN ranks 


first in newsstand sales percentage. Young Women Under 20 demand, buy SEVENTEEN at 
their newsstands month-after-month-after-month, at 35¢ per copy — $4 per year —no 
reduced rates! 


COMPLETELY DOMINATES THE UNDER-20 MARKET. Three issues of 


SEVENTEEN reach 75% of aLL the Young Women Under 20 in America, the most 
complete saturation — and domination — of a market in the magazine field. 


ADVERTISERS PLACE MORE LINAGE IN SEVENTEEN THAN IN ANY OTHER 

WOMAN’S MONTHLY MAGAZINE. sevewreen’s dollar volume is the highest in its 
history ...because advertising in SEVENTEEN sells...gets ACTION fast! 41.8% of ALL 
teen-age girls in the U.S. have actually purchased from SEVENTEEN advertisements. 
*In advertising linage 
**U. S. Census, 1950- 1955 


erenteen 


SEVENTEEN MAGAZINE, 488 Madison Avenue, New York 22 + PLaza 9-8100 


A 


THE BIG CHANGE IN POPULATION. An amazing shift is taking place in America. By 
1965 the great market of 8,000,000 Young Women Under 20 will increase by more than 50%, 
while the 26-40 age-group will decrease 8%.** That’s why more advertisers than ever before 


are using SEVENTEEN...reaching these Young Women before they are fixed in their buying 
habits. Remember, it’s easier to sTaART a habit than to stop one! 


&: 
A UNIQUE PLUS FOR SEVENTEEN ADVERTISERS. Your educational materials 
are made availabie to 19,500 home economics teachers in SEVENTEEN -AT-SCHOOL — the 
sister publication of SEVENTEEN. The only magazine of its kind, SsEVENTEEN-AT-SCHOOL Be 
adapts SEVENTEEN’S editorial content into lesson plan form...carries your advertising 
—via SEVENTEEN —into the classrooms of 75% of the nation’s high school home eco- 
nomics teachers. 


Write for ““Your Community Is A Classroom,” 
Director of Homemaking Education, Dept. A, 
SEVENTEEN Magazine, 

488 Madison Avenue, N.Y. 22, N.Y. 
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Second Year in 
Black Is Seen 
for ‘Herald Trib’ 


Ad Revenue Is $500,000 
Ahead of ‘55, Taylor Says; 
He’s Bearish on R.O.P. 


New York, Dec. 11—Looking 
like a man who has run the gant- 
let and won, Frank L. Taylor, exec 
vp of the New York Heraid Tri- 
bune, today told AA that “after ten 
years of losing money, the Herald- 
Trib had a black figure in 1955 and 
will have a black figure again in 
1956.” 

Mr. Taylor, who was called in to 
bolster the revenue sag in the 
family-held newspaper in April, 
1955, when Ogden R. Reid was 
named editor and publisher, is re- 
ticent about talk of the future. 

“I’ve got several dreams, but I 
don’t want to talk about them yet,” 
explained the man who came to the 
Trib 20 months ago from the Mil- 
waukee Sentinel. 

But the present, and recent past, 
is a different story. 

Advertising revenue is up and is 
rapidly approaching the $20,000,- 
000 annual level. Revenue is up, 
for the first 11 months of '56, by 
more than $500,000 over the same 
period last year. Advertising rev- 
enue for the past 18 months is up 
more than $1,000,000. 


® The Tribune picture, he indi- 
cated, is no longer bleak. Total ad 
linage was better than 22,000,000 
lines for 1955, a gain of 760,000 
lines over '54. For 1956, the paper 
expects a total of 22,650,000. 

For the first 11 months, the gro- 
cery classification is up about 40,- 
000 lines—for a total of 127,934 
lines. This is the second largest 
gain of any paper in the city. Last 
Sunday, the Tribune had the larg- 
est edition in its history, carrying 
401,000 lines of advertising. 

During Mr. Taylor’s tenure, the 
Herald Tribune also has changed in 
other ways. Last fall saw the addi- 
tion of a Sunday magazine section 
called “Today’s Living.” A pocket- 
size guide to television programs 
has appeared. A sports section 
printed on green newsprint has 
bowed. Overseas news bureaus 
have been beefed up with addi- 


Handle Your Publicity 
Easily, Efficiently 9 
and Get Better 
Placement! 


OVER 2000 LISTING CHANGES 
Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 

Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 644° x 944" size, 
272 pages. Write for your copy tedey. 
el 


PRICE $15.00° Sent on Approval 


State 
silt: CO Me O My Company 


BACON'S CLIPPING BUREAU 


Thiceged 4. /llinor 


343 So Dedrborn S$? 


tional people. Concentration has 
been placed on special supplements 
like the Dec. 9 section devoted to 
the National Assn. of Manufactur- 
ers. Special sections, explained Mr. 
Taylor, have paid off in revenue. 


= Something else that’s new is the 
Trib’s circulation figures. Sunday 
circulation is up an average of 60,- 
000. The total is now around 600,- 
000. Daily circulation is gaining. 
Prior to Mr. Taylor’s regime, the 
ABC was at 339,400. In September 
it had climbed to 361,300. 

The Tribune regards itself as 
something of an innovator these 
days, but it is making no gestures 


in the direction of r.o.p. color, 
“at least for the present.” 

Mr. Taylor, who was publisher of 
the Milwaukee Sentinel for 11 
years, said the Tribune “has the 
necessary headroom to install color 
units, but headroom is not the 
problem.” 

He pointed out that, in New 
York, where nearly all copies of 
the big dailies are sold via street 
sales, an edition that’s 15 minutes 
late may lose 100,000 in circulation. 

“People just won’t wait at news- 
stands to pick up a paper in their 
rush to trains,” he said. 


s Adding r.op. color in New 


ae ee eS So ee Po. a 


Advertising Age, December 17, 1956 


York, said Mr. Taylor, adds up to a 
dilemma: “Be late with your edi- 
tions and lose 100,000 circulation, 
or turn out color so badly that you 
have the lips where the eyebrows 
ought to be. Then just watch the 
advertisers snarl.” 


® The Tribune is after more soft 
goods advertising, said Mr. Taylor, 
pointing out that last spring he 
reached across the street to the 
Times and hired Max Spivak to be 
the Trib’s director of merchandis- 
ing—a previously non-existent 
post. Mr. Spivak operated his own 
advertising agency for 25 years be- 
fore joining the Times merchandis- 


ing department 11 years ago. 
Mr. Spivak heads a five-man 
merchandising department which 
is engaged not only in getting more 
soft goods advertising for the main 
body of the paper, but also in beef- 
ing up “Today’s Living.” 
“Advertisers never before in the 
Tribune will appear in the new 
section next spring,” according to 
Mr. Spivak. He mentioned adver- 
tisers like Celanese Corp. of Amer- 
ica, U.S. Rubber Co., Omega 
watches, American Bemberg and 
Deering-Milliken Co. 


@ Mr. Soivak’s department turns 
out a weekly tabloid-size business 


Everywhere | 


men who keep 


getting ahead 


in business 
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paper which he said is prepared to 
meet the needs of apparel and tex- 
tile advertisers. The paper, with 
circulation running well over 6,000, 
features a retail promotions “score- 
board” called “What They Are 
Selling This Week”—listing manu- 
facturers, retailers, styles, prices 
and availabilities of fashions ad- 
vertised in “Today’s Living” and 
in the news section of the Tribune. 
Working on this project is J. Porter 
Reilly, formerly with Newsweek. 


® Broadside messages, cards and 
letters are sent to the trade with 
almost weekly regularity, fre- 
quently featuring the fact that 


Sf es 


Wey: 


“64% of the Herald Tribune’s read- 
ership earns more than $6,000 per 
annum.” 

Recently, he said, complimentary 
subscriptions to the newspaper 
were sent to approximately 1,000 
merchandise managers and buyers 
for a three-month period. In addi- 
tion, 2,300 buyers received the new 
magazine supplement for the first 
six weeks of publication. 


s From a 20-page average when 
it was started, Mr. Spivak said 
“Today’s Living” will be “averag- 
ing 40 pages in February, March 
and April, with a commensurate 
rise in advertising volume.” 
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Nuxated Promotion Resumed 

After a lapse of 25 years, adver- 
tising is being resumed for Nux- 
ved Iron, one of the leaders in the 
health tablet field. Royal & Wea- 
therly, New York, has been ap- 
pointed to handle advertising for 
the mineral food supplement. Mag- 
azines and newspapers are being 
used. Distribution for Nuxated 
Iron has been maintained by Mor- 
gan Products Corp., successor to 
Dae Health Laboratories. 


Ross, Passman Join Mogul 
Melvin H. Ross, formerly with 

Dancer-Fitzgerald-Sample, and 

Norman S. Passman have joined 


ee A 


aie 


the research staff of Emil Mogul 
Co., New York. A realignment of 
the department has Harvey Queen 
directing consumer research and 
administration; Arnold Feldman 
in charge of statistical service and 
sales analysis, and Lawrence 
Lynch directing field research. 


Emerson Denies FTC Charge 

Emerson Radio & Phonograph 
Co., Jersey City, has denied it is 
misleading to use the term “tran- 
sistor” to describe radios which 
contain both transistors and tubes. 
The Federal Trade Commission 
charges that radios containing 
vacuum tubes cannot be called 
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veaa? 


See what an independent research organization has learned 
about Wall Street Journal subscribers: 


GI of The Journal’s 438,160 subscribers say they spend 30 
minutes or more reading an issue... 


62%) say they read The Journal in the office, or both at home 
and office. 


This means Journal advertisers have an opportunity for 
immediate action ... especially at the point of sale. 


When advertising creates desire, Journal readers can con- 
veniently consult with others .. . dictate instructions ... make further 
inquiries . . and buy at once! 


Thus, you get positive contact with big users of all business 
products and services ... men who think business and think big. You 
reach a responsive market at the right time . . . at the right place! 


nde 


NO ONE IS MORE RESPONSIVE TO ADVERTISING 


THAN THE MAN WHO KEEPS GETTING AHEAD IN BUSINESS! 


CIRCULATION; 438,160 


HOUSTON 2, TEX. 


sila ioe 


ATLANTA 3, GA. Waktoa Building 

BOSTON 9, MASS. 79 Milk Screet 

CHICAGO & ILL. 711.W, Moaroce Street 

CINCINNATI 2, CHIO. Dixie Terminal Building 

CLEVELAND 15, OHIO. 1010 Euclid Avenve 

DALLAS 2, TEX. 804 Young Street 

DETROIT 26. MICH. Buhl Building 

GREENSBORO, N.C. 921 Guilford Building 
TEX. Commerce Building 


911 Young &. 


“transistor” sets; Emerson argued 
it was merely following accepted 
commercial practice. 


Realtor Uses ‘Today’ 

Rolling Green Ridge, a 2,000- 
acre home site development in 
Boynton Beach, Fla., has bought 
13 one-minute commerciais on 
“Today” (NBC-TV) for a pre- 
Christmas run. Viewers who 
write in for a descriptive bro- 
chure and discount certificate and 
who subsequently buy a site 
qualify for a 10% discount on the 
purchase. August Door Associates, 
Miami, is the agency. 


Servel Names Geier 

Dick Geier, formerly suptirvieor 
of advertising and sales promo- 
tion, has been appointed advertis- 
ing and sales promction manager 
of the home appliance division of 
Servel Inc., Evansville, Ind. Mr. 
Geier has been. with Servel since 
1952. 


SALES STORY 


There are all kinds, but if you 
really want to sell Southern 
California, take heed: 


it was 1:18 in the morning, late 
in November . . 


Jackson Wheeler was visiting 
with his KTTV viewers. He inter- 
viewed Lease Bussard, Inter- 
national President of the 
Optimists, who read the Optimist 
Creed. Jackson invited the “Jack- 
son's Theatre” audience to let 
him know if they wanted a copy. 
Then it happened... 

KTTV’s switchboard was jammed 
until, at 2:15 AM., Wneeler sug- 
gested that the audience write 
instead of phoning. 

To date, 9,752 requests for the 
Creed have been received from 
all over the Southern California 
area. The place is loaded with 
optimists (customers, to you). 
Yes, Southern California is differ- 
ent, and the difference is KTTV. 


> @ ae ee 
Los Angeles Times-MGM 
Television ~~ ) 


Represented nationally by BLAIR-TYV 
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Ex-Adman’s Novel 
Paints Bleak View of 
Ad, Aviation Fields 


New York, Dec. 11—The latest 
contribution to the growing collec- 
tion of advertising novels—four 
have been published this year 
alone—is John G. Burnett’s “Com- 
pany Man” (Harper & Bros., 
$3.50). 

“Company Man” centers on a 
problem which has become a recent 
favorite with sociologists: The sub- 
ordination of the individual per- 
sonality in the corporation world. 

Young Robert Franklin, the 
tragic hero of Mr. Burnett’s story, 
joins Farnsworth Airlines as ad- 
vertising manager. A conscientious 
soul, he is determined to do a good 
job but soon finds that new ideas 
are treated like the plague at 
Farnsworth. 

What is wanted is conformity. He 
must learh how to play golf, wear 
gray flannel, socialize with his co- 
workers and, in general, ape and 
flatter his superiors. Any sugges- 
tion that the company’s advertising 
could be improved is usually con- 
sidered by the power-hungry exec- 
utives as a threat to their positions. 
The choice is made frighteningly 
clear to Franklin: Become a “com- 
pany man” or be an outcast. 


= Mr. Burnett presents some de- 
vastatihg portraits. There is Sidney 
Starkley, the cynical public rela- 
tions man, adept at placing stories 
and a master at in-fighting. There 
is Peter Lafferty, the urbane, face- 
less account executive at Perry & 
Costello, who uses anyone (includ- 
ing his wife) or anything to further 
his ambitions. And there is Kirk 
Rogers, the harried, insecure sales 
manager whose potency is drained 
by his tension-ridden business life. 

“Company Man” is as much a 
story about the airline business as 
it is about advertising. Deception 
and hypocrisy are depicted as the 
prevailing patterns in this business, 
too. Farnsworth, a small carrier, 
was given a North African run af- 
ter the war. It can’t make the route 
pay, however, because it doesn’t 


mM follow the practice of its big com- 


petitors (TWA and Pan-American) 
in bribing the local government 
officials. 


= Mr. Burnett is a former New 
York adman: who has now retired 
to Dallas. At one point, he worked 


“More Advertising 
on those with 
|More money to spend 


62.7% 


54.6* 


of daily lineage — 


appears in the 
BUFFALO COURIER-EXPRESS 


Use it daily for more 
advertising for your dollar 
to those with more dollars 
to spend —Sunday for the 
state’s lar circulation 
outside of Manhattan. 


ROP COLOR 
available daily & Sunday 


UFF 


COUR ER-EKPRESS 


Rrdar scot vind <n Mee Phere oye 
i ‘ thyie A bt 


in the advertising department of 
Life Savers. 


WOUE’S ‘AURORA DAWN’ 
IS REPUBLISHED 

New York, Dec. 11—Doubleday 
& Co. has published a new edition 
of “Aurora Dawn,” Herman Wouk’s 
satire on the advertising world. 

This was Mr. Wouk’s first novel. 
It was originally published by 
Simon & Schuster in 1947. Mr. 
Wouk is now a Doubleday writer. 
The new edition carries illustra- 


tions by Alajalov and sells for $5. 

In a preface to the new edition, 
Mr. Wouk notes, “In the decade 
since this novel was written, radio 
has given way to television.” How- 
ever, he says, “Sponsors are still 
sponsors; glamor girls are glamor 
girls; cringing executives are 
cringing executives; and ulcers ap- 
parently are ulcers.” 

Mr. Wouk adds: “The American 
people have accepted their broad- 
cast entertainment in the ancient 
form of the free show. Who are 


novelists that they should prescribe 
differently? To crusade against the 
come-on seems faintly ridiculous. 
But perhaps it may be useful to 
raise a laugh against some of its 
abuses, which are not so much 
monstrous or evil as just plain silly, 
and unworthy of an adult civiliza- 
tion.” 


# “Aurora Dawn” may be remem- 
bered by many for Michael Wilde’s 
famous “Oration Against Adver- 


is extracted: 

“A shoemaker gives shoes for his 
supper. Well. A capitalist leads a 
large enterprise. Well. A pilot flies, 
a coal-miner digs, a sailor moves 
things, a minister preaches, an 
author tells stories, a laundryman 
washes, an auto worker makes 
cars, a painter makes pictures, a 
street car conductor moves people, 
a stenographer writes down words, 
a lumberjack saws, and a tailor 
sews. The people with the victuals 


tising,” from which the following|appreciate these services and 
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~ YOU DON'T SELL THIS WOMAN WITH | 
she’s part of the 68.4% of WOMAN'S DAY 


Why is Woman’s Day’s circulation so remarkably free from 
duplication? It’s because WOMAN’s Day has a circulation method 
that’s fundamentally different from other magazines. WOMAN’S 
Day does not have subscriptions. Consequently, it does not use the 
traditional methods for getting circulation (such as charge account 
lists, subscription crews operating in the same area, combination 
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cheerfully feed the performers. But 
what does an advertising man do? 

“He induces human beings to 
want things they don’t want. 

“Now, I will be deeply obliged if 
you will tell me by what links of 
logic anybody can be convinced 
that your activity—the creation of 
want where want does not exist—is 
a useful one and should be reward- 
ed with food. Doesn’t it seem, rath- 
er, the worst sort of mischief, 
deserving to be starved into ex- 
tinction? 
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“. . . You induce people to use 
more things than they naturally 
desire—the more useless and un- 
desirable the article, the greater 
the advertising effort needed to 
dispose of it—and in all the profit 
from that unnatural] purchasing, 
you share... 


s “Lest you think I oversimplify, 
I give you an obvious illustration. 
People naturally crave meat, so the 
advertising of meat is on a negli- 
gible scale. However, nobody is 


See. es mee, oe 
. 


born craving tobacco, and even its 
slaves instinctively loathe it. $$ the 
advertising of tobacco is the largest 
item of expense in its distribu- 
tion. . . 

“.. But the great evil of adver- 
tising is not that it is unproductive 
and wasteful; were it so, it would 
be no worse than idleness. No. Ad- 
vertising blasts everything that is 
good and beautiful in this land 
with a horrid spreading mildew. It 
has tarnished Creation. What is 
sweet to any of you in this world? 


0 a ace Nerney 


Love? Nature? Art? Language? 
Youth? Behold them all, yoked by 
advertising in the harness of com- 
merce!” 


Pabst Names Brand Managers; 
Appoints Harris S. M. 

Following the appointment of 
Richard H. Hehman as director of 
marketing (AA, Dec. 3), Pabst 
Brewing Co. has promoted four 
men to brand managers. Robert K. 
Rogers, formerly assistant brand 
manager of Blue Ribbon beer, be- 


deals, etc.) which inevitably lead to overlapping circulations. 
Woman’s Day is sold only in A&P stores, to A&P customers out 
shopping—a circulation made up 100% of single-copy voluntary 
sales! You reach an audience that has no equal in responsiveness, 


and you reach it with an absolute minimum of duplication. 


GET YOUR A&P CUSTOMERS HERE 


LIFE, LOOK AND THE POST COMBINED 


readers these 3 other magazines don't reach* 


woman's day 


"SOTH STARCH’S CONSUMER MAGAZINE REPORT DATA 
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comes Blue Ribbon brand wmana- 
ger; Arnold J. Winograd, formerly 
advertising manager of the spark- 
ling beverage soft drink division, 
takes charge of Old Tankard Ale 
and industrial products; Edward 
H. Schram, previously manager in 
Los Angeles for Eastside Old Tap 
Lager beer, moves to Chicago as 
brand manager of Eastside Old 
Tap, and Lawrence L. Moore, for- 
merly off-premise merchandising 
manager of Blue Ribbon beer, be- 
comes brand manager, of Pabst 
sparkling beverages and Hoffman 
beverages. 

Pabst also has appointed Harlow 
G. Harris, formerly western region 
general sales manager, national 
general sales manager. He suc- 
ceeds C. Fred Greenwood, who has 
been named to head a new distrib- 
utor development program. 


Neuburger to Shamus Culhane 

Burton Neuburger, previously 
midwestern sales vp of Roland 
Reed TV, has been named mid- 
western sales manager of Shamus 
Culhane Productions, animation 
film producer. His office wili be 
in Chicago. 


SCORES A TEN STRIKE 


in the first year of its new 
streamlined design. The year 1956 
closed with a new high in advertising 
dollar volume and 63 new accounis 
added to the roster of advertisers 
who recognize the tremendous power 
of this medium. 


se 
EDITORIAL 


Concise editorial treatment of 
authoritative and diversified text, 
combined with a clean but imaginative 
format, helped make this a banner 
year. 


ad 


1957 


For next year big things are in the 
making. Starting with the January 
issue, which will feature articles by 
leaders of industry, government, and 
finance, onthe year’s outlook, the 
editors have pians for a successicn 

of issues of extraordinary interest and 
value. 


ad 


The CORRELAFOR—-The JOURNAL of 
Homeduilding—goes to the elite of 
home builders—the members of the 
National Association of Home Builders, 
the builders who erect 80 per cent of 
the homes in America. 


ad 


Take advantage of this concentrated 
Circulation. Utilize the bigger and 
better issues planned for 1957. 
Capitalize on the home builder's 
enthusiasm for hig magazine. Get your 
products into the advertising pages 
of the NAHB CORRELATOR—The 
JOURNAL of Homebuilding—in 1957. 
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ALABAMA 


ARKANSAS 
CALIFORNIA 


COLORADO 
CONNECTICUT 
FLORIDA 


GEORGIA 
IDAHO 
HUNOIS 


INDIANA 
jOwA 


> ~- COLORADO 
SPRINGS Color 
25,960 ° 


CiRCULAT ON 


PANAMA CITY 
‘Florida 


714.941 2 3-3-87 50,804 


CIRCULATION 


‘ied 


Anniston, Dothan, Florence-Tuscumbia-Muscle Shoals, Gadsden, 
Huntsville, Tuscaloosa 

Ei Dorado, Hot Springs, Pine Bluff 

Evreko, Monterey, Socramento, Santo Ana, Santa Barbara, 
Santa Rosa, Vallejo 

Coloredo Springs, Grand Junction, Pueblo 

New Hoven 

Daytono Beach, Fort Louderdale, Fort Myers, Gainesville, 
Jocksonville, Orlando, Panama City, Pensacola, Sorasota, 
Tallahassee, Tompa, West Palm Beach 

Albany, Rome 

Boise, idaho Falls, Lewiston, Pocatello 

Bloomington, Champaign-Urbana, Danville, Konkakee, 
LeSalle-Peru, Quincy, Springfield 

Anderson, Huntington, Morion, Muncie, New Albany, Vincennes 
Council Bluffs, Dovenport, Dubuque, Sioux City, Waterloo 


HUNTINGTON 
Indiana ne a 


ae 8,98 


POUGHKEEPSIE 


New York. | 


 -'28.862 — 


CIRCULATION 


KENTUCKY 
LOUISIANA 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 
MISSOURI 
NEVADA 

NEW HAMPSHIRE 
NEW JERSEY 
NEW MEXICO 
NEW YORK 
NORTH CAROLINA 
OHIO 


CIRCULATION 


MERIDIAN © 
Mississippi 
20,749 


ATION 


Indiana 


14,19 — 


CIRCULATION 


Ashland, Bowling Green, Owensboro, Paducah 
Bogalusa, Lake Charles, Lafayette 

Cumberland 

Lowell 

Grand Rapids 

Albert Lea 

Biloxi-Gulfport, Greenville, Meridian, Tupelo, Vicksburg 
Jefferson City, Springfield 

Las Vegas, Reno 

Manchester 

Asbury Park, New Brunswick, Trenton 

Hobbs, Roswell, Santo Fe 

Elmira, Poughkeepsie, Utica 

Concord, Fayetteville, High Point, Solisbury 

Athens, Canton, Coshocton, Ironton, Lima, Mansfield, 
Middletown, Zanesville 


ree ate... f Sadi id. ow So aaa gee eS ae. tes 5 Ee vine A £ h cag ip Lae 
ye ea cere Ste nee G oe ‘Abes ree 8M a ee Be Bete See) en Cet eed Bee a! aay ae eS “prays aa boo ee 
Cae, Be hon ints Fok ot Ty CRE ene ae + Lae oe ee ae hades 5: a te — Sager a yeti es Be ae: BE eee = a 
te SoHE vec eae oe ae ues ay ok. ol a 3 7s ore a ee ae oS ae ee 
Mawel eee! ae ROR ae ee, | ee eee ca ei . oe 
, oo Be 
+ a if 7 
1 ae e 
iia fi 
ie: a % ae tne - - « my “ . at 
‘oa ¢ Pp se Bas, St oy ee Sp tae tears ms Sais Pn yaa ee wie | cp See hae ee toh eet" _ beats Dee noe ne at Sw uae OSS Bie me ieee a " 
— 0 ey ey | jo eae ae 3 
£355, See me a dev e’ ff ap hag “ot Se — Poe 
Lee ‘2 Me ie : ha . ae 
——_ ££ ghee  @ F Sin fe Li OF oP A ; | La f {an 
ate Be ye. y teers cs Le: F eats ae / — Paw 3 ‘ > | 
a A? } ' eee | 
se Mier i : o a ‘ ; y . t abe ac : ; { ad 
a par Gye rc Lee Bee ES EAC «SAE NS CXS AL A a ee CRP oe tie Sh ee eS 4 fe ets oes ay bee pes ea a SN ee ee SAS Cae i AGh Reatek aes Nt RNR we See ip el dS nee 7 
Ne e ; —~ nam | 
og ‘4 re as ene if 
ee Advertising Age, July 17, 1956 excl penne yt ae 
27 : 4 ase wes ames — | _. 
se : poven sees aera SS i — \ Pets ‘a 
ee panonat or NATIONS irate i 
eo ; eueaTe> or pus us COMME a i 4 i. - come 
ae ae r/ Boa! oo . = rf 
Pea pnneacts om cnt ee | fi Poe ae a ig ee : " I 
ae _ ae 7 4 “a ~~ \ Z a Mt i ewte® 4 “ne ~ te : iy e f 
ay sd in, > oo sete ite : iB, - 
ek rh y Jiere? a onto ® iy s as at an 
ee = : " ; ys 0 } a4 fe ia 28 a 
ae — oS me a 
oi ae ’ N f ates 2 Nata wer" art al * dag 
ec — co a Br SS ee > 
Sie renee Ree en Sa Wee 
ae a » : i ee 0 Ber cae De aes a 
Eee ; - rd \ ‘ee Pa oe ey aes vas 
ma : ~¥ yt 4 - wn oe ae ea. os ie eae ‘(nn 
Rete of. . we yy OR eee = ae ae x ie oe 
eae aS. : on “ we a i Cage a, 4 a oleae > 
a a a, <%, ABE ¥ Sine ee gu a is 2 ae ee? 
or - a4 ia » Fae a Ka lees f ee a a 5 ie aa a t 
a -— a, 42 ae .) | a: ae : 
= | erm. 12 og : ‘es - 
ae » . “aS y a ae y oa 
pie *) 2 \ te Aes : a * eae ae 
ong m : \ Ware no, ZS ae Sy a er lees a 
Reh \ I ik a“ : ty wat Soman” — ee a of Vea ss 
Ye \ a a we sail cs ie | ee a 
yas hae Se 3 hea ae 
“pe ¥ pore ee pee . = 7. ae = : 
a i wr yen 4 —_ 4 ae ap 4 ' 
Be on - 5 . ee 
|S if ee a nie ee Be a. 
| AS . SES a Bete ee eres { 
ee ; 4 = a Advertising Age, <6 siege me ee | 
a D August 27, 1956 ae ie ia 
Peet: i y 
pace | 
Ba. ; a 
ise 4 
i { 
< ) be se: 
ia SINCE SEPTEMBER FIRST, these cities have been added to FAMILY WEEKLY COVERAGE: 
Ps 8 * 
eB oS i 
[1 ee ' 
Baie pot | eas Lk ; a 4 RS aia sient idin eine : af 
oe : poe wae * ge ~ ada ——s we = Serie ae: ¢ | | 2 1 
its 2a > AG is o* | ae et | Fs be Ss" iS < > - ue oa. IRONTON TT ot ; 
~ es oe Vortnent ae et North Carolina : a k New Mexico i <S a : 
3.4 oe i P | 5 poe 2 ea ee, Bs, : 
ech, Ley | : ame i a eo. 
ae a SR: a 25,605 | a 8,537 a ll a | 
a MTS Perc i ee ——*g * 0 | en» ‘ Boe ee cane oa Rt a x a ia : 
aon eX Las oe epee AA ie ee ---- 1ON Bae » EM . 
a 
tes ; 4 i 
oa a 
aa KAN AKEE ee ACKSC _-- MANCHESTER © -_ 2  fPAEDFORD .-—sié«sézC lye 
«ate an i ee ' huey ee cus ae a x 
ee ae s Sm a es Florida _ New Hampshire Louisiana ee ae. Oregon atti 
Ben Ps re PF ae 9 % Saar , ee ra 7 
o , storts 29-3287, 24,798 Boer tye 36,537 — 25,79 iz fm ster 4-7-57 16,516 —§ ff 
Pave avs “ CiRQULATION : CIRCULATION garcia mee i ; Gh, ai es ee ke 
ae | \ : ' 
as, \ {oa 
mak. 
ee Bn 
t Roe Oe ea a — mehrAtaA - - a peewee - = 4] 
Atr a, ANCHE. S24 bs. “Cc — sees a6 VINCENNES — a 
= ‘i - i: a Y ‘ - 5 hace 5 
aed nh indiana = i Florida ay a : New Mexico ll - | 
eee 2 é 5 qe ee = a Cease as; - 
me ES RAIS: sh) . [a 6 cae raat . ie ae ATOM 7 ' 
a ' 
chem 4 
Beer | 
ae | &§ 
a ip ae ; 
s Si 4 . 
oe Pe _ 
ae A, 
pete 
ays 
= f 
ed : 
as ‘ 3 
 . |g 
a ; ’ h 
ao) i 
i: . | 
A. im 
ie) i 
ee y 
oe | 
a | { 
er. _ 
a 
che | 
ae 
a ° | 
on an 
2: me *, a . ‘< 3 + x - Ne “Fey SS cS ae oie aot a ‘ a> y 7 io: 7 a_ e 


pees 


IT’S BIG! More than one out of every eight dollars 
spent in stores throughout the U.S. is spent in a market 
covered by FAMILY WEEKLY. Over$23,947,000,000 
in retail sales. 22,000,700 people live in FAMILY 
WEEKLY markets . . . almost two million more than 
live in the combined metropolitan areas of New 
York and Chicago. 


IT’S UNDUPLICATED! With but two exceptions, no 
other national Sunday magazine originates in a 
FAMILY WEEKLY city. Add FAMILY WEEKLY to any 
supplements you buy and you add the greatest 
"plus" market in the world. 


IT’S SATURATED! An average of nine out of ten 
families in153 cities read FAMILY WEEKLY with their 
local Sunday newspapers every week. FAMILY WEEKLY 


OKLAHOMA Ardmore, Duncan, Enid, Lawton, Muskogee 

- OREGON Eugene, Klamath Falls, Medford 

PENNSYLVANIA Altoona, Lancaster 
SOUTH CAROLINA = Anderson, Florence, Spartanburg 
SOUTH DAKOTA = Huron, Rapid City 
TENNESSEE Jackson, Kingsport 
TEXAS Abilene, Austin, Big Spring, Denison, Denton, Galveston, 
Greenville, Kilgore, Loredo, Lufkin, Marshall, Midland, Paris, 


_ Port Arthur, Son Angelo, Snyder, Texarkana, Tyler, Victoric, | 


: Waco, Wichito Falls . 
UTAH - logan, Ogden, Provo 
VERMONT Burlington 
VIRGINIA _Donville, Lynchburg, Suffolk 
WASHINGTON _Pasco-Kennewick-Richland, Walle Walla, Wenatchee 
WEST VIRGINIA Beckley, Bivefield, Foizmont, Parkersburg 
WISCONSIN = Racine 
. WYOMING = Casper, Cheyenne 


circulation — 


reaches an average of over 60% of the families in 
510 counties where its coverage is 20% or more. 


IT’S GROWING: Each week for the last 30 months, 
FAMILY WEEKLY has added an average of over 25,000 
circulation. Since September first, FAMILY WEEKLY 
has added EIGHTEEN markets and 448 477 circula- 
tion. FAMILY WEEKLY is America’s fastest-growing 
Sunday magazine — in size and sales importance. 


Good reasons why advertisers placed 86 more 
pages in FAMILY WEEKLY this year than last. Why 
not join them in selling the giant FAMILY WEEKLY 
Super City market that accounts for 12.9% of all U.S. 
retail sales? Ask your nearest representative for the 
new data book giving full information on FAMILY 
WEEKLY's 153 markets. 


FAMILY WEEKLY MAGAZINE, inc. 


Leonard S. Davidow, Publisher 
153 N. MICHIGAN, CHICAGO 1, ILLINOIS 
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Paper Production 
Grows Faster Than 
Market, Luke Says 


New York, Dec. 11—The paper 
industry was warned yesterday 
that it is increasing its productive 
capacity too rapidly. 

David L. Luke Jr., president of 
the American Paper & Pulp Assn., 
told the Salesmen’s Assn. of the 
Paper Industry here that the in- 
dustry “is repeating the same dan- 
gerous mistakes it has made in the 
past by over-expanding plant ca- 
pacity.” 

Mr. Luke, who is also president 
of West Virginia Pulp & Paper 
Co., said that the scheduled and 
proposed increases in wood pulp 
and paper producing capacity by 
_U. S. and Canadian companies 
“provide grounds for serious con- 
cern.” 

At the beginning of 1956, he said, 
the wood pulp capacity of U. S. 
mills was 23,600,000 tons and that 
of Canadian mills was 11,000,000 
tons, giving a total continental ca- 
pacity of 34,600,000 tons. New 
wood pulp capacity actually in 
construction totals 2,748,000 tons 
in the U. S. and 1,309,000 tons in 
Canada, a total increase for North 
America of 4,057,000 tons. 


= If all projected increases in 
wood pulp capacity materialize, 
Mr. Luke said, the increase from 
1956 to 1960 will be 31.7% in the 
U. S. and 33.4% in Canada, for an 
over-all production jump of 32.2% 
for North America. 

Noting that experts have fore- 
cast a population gain of 30,000,- 
000 in the next ten years, Mr. Luke 
said that even on the basis of per 
capita paper consumption this 
year—-a record of about 420 
pounds—projected paper produc- 
tion for the period, if it develops, 
is likely to exceed demand. 

“T have no doubt,” he said, “that 
eventually all of the projected mill 
capacity—and a great deal more— 
will be fully utilized by the indus- 
try. But I am concerned about the 
timing.” 

He warned that it is the respon- 
sibility of all industry members 
to “keep the pace of our capacity 
expansion disciplined and orderly 


—in tune with the growth of our 


markets.” 

But even the most restrained 
expansion that he can foresee, Mr. 
Luke said, “will present a great 
challenge to the industry to find 
adequate markets for the rising 
output.” 


NEWSPRINT GROUP 

SEES USE EXPANDING 
MONTREAL, Dec. 11—The News- 

print Assn. of Canada has re- 


NOT EVERY FILM 
BUDGET CAN AFFORD 
FULL ANIMATION! 


FJimock hes specialized for yeors in 

making films thet give showmanship 
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leased figures on the world’s 1956 
newsprint production, which will 
reach a record 12,500,000 tons, up 
8.1% over 1955. 

Canadian newsprint mills, with 
an estimated total production of 
6,500,000 tons, account for 310,000 
tons of the °56 world increase. 
Joint Canadian-U. S. production, 
the association said, will total 8,- 
250,000 tons, up 500,000 tons over 
55. 

The figures are contained in the 


association’s annual survey, 


“Newsprint Data: 1956.” 

The Canadian gain was de- 
scribed as the largest since 1947. 
Consumption of newsprint in the 
U. S. this year is expected to rise 
to a record 6,900,000 tons, 250,000 
tons over 1955, the previous high. 

For 1957, the report foresees a 
continuation of rising world trends. 
“Advertising outlays,” it predicts, 
“can be expected to expand, and 
newspapers will share in this, con- 
tinuing their leading position in 
the mass media field.” 


McGraw-Hill Boosts Brown 

Harry D. Brown, formerly as- 
sistant manager of the industrial 
and business book department of 
McGraw-Hill Book Co., New York, 
has been appointed director of ad- 
vertising. Before joining McGraw- 
Hill in 1947, Mr. Brown was with 
Prentice-Hall Inc. 


WCAU Buys WGBI-TV 

WCAU Inc., Philadelphia, has 
assumed a controlling interest in 
WGBI-TV, Scranton, from Scran- 
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ton Broadcasters Inc. Donald W. 
Thornburgh, president and general 
manager of the. WCAU stations, 
has been named president of 
WGBI-TV. | 


Apsley Joins PNPA 

John W. Apsley, former admin- 
istrative assistant of the American 
Newspaper Publishers Assn., Chi- 
cago, has been named industrial 
relations director and administra- 
tive assistant of the Pennsylvania 
Newspaper Publishers Assn. 


~~) 


In 1945, Frank G. Harrington ended his tour with 
the Marine Corps and picked up the advertising 
career he had started in Syracuse nearly 9 years 
before. For the next 6 years he was a member of 
the public relations staff of The Curtis Publishing 
Company. In 1951 he joined Insurance Company 
of North America Companies and a year later was 


Q What is the background and what is 
the corporate structure of your organiza- 
tion, Mr. Harrington? 


A Insurance Company of North Amer- 
ica, the oldest capital stock fire and 
marine insurance company in the United 
States, is the parent company of the 
North America Companies group. This 
was founded in Philadelphia in 1792 by 
a group of men who played important 
att a in winning the War of Independ- 
ence, and many of whom could claim 
the friendship of George Washington. 
They recognized the need for a domestic 
insurance company to underwrite the 
ventures of their commerce and strength- 
en their young economy by planting a 
vigorous enterprise in their own soil. 
Our present group also includes Indem- 
nity Insurance Company of North 
America, Philadelphia Fire and Marine 
Insurance Company and, of course, the 
newly created Life Insurance Company 
of North America. 


Q Then it is correct to say that INA 
provides every major type of insurance 
coverage? 


A That will be true shortly, Just as 
soon as our newest company becomes 
operative, insurance will be available 
from a single source, to serve the needs 
of every individual, family, business and 
institution, whatever they may be, 
throughout the free world. 


Q How do you define your advertising 
philosophy? 


A Well, first I would like to say that we 
at INA believe that advertising does not 
exist for the sake of advertising. It is a 
tool of management that should reflect 
the character and integrity of an organ- 
ization in communicating with 
special groups or the public. Expertly 
used, it can help shape the future to 
meet both close and long-range objec- 
tives. Good advertising can materially 
help prepare a proper climate for pro- 
ductive sales effort. Therefore in pre- 
paring our advertising we try not to hoes 
sight of the fact that it is the man on the 
firing line—the salesman—who makes 
the advertising work. If you can secure 
his enthusiasm and cooperation, if you 
develop a program that he can under- 


stand and support, you go a long way 
toward reaching your objectives. 


Qwhet ore your basic advertising 
objectives? 


A Very simply, we carefully plan our 
advertising to help accomplish two 
things: First, do an institutional or 
company-wide job—reflect ‘the charac- 
ter and integrity of our organization in 
serving the Rad interests of the public. 
And, second, help develop additional 
desirable premium volume—help sell 
our policies—by telling the public the 
types of coverage we have available and 
the advantages of buying North America 
protection from a North America agent 
or through an independent broker. 


Q When did INA first advertise? 


A Well, I’ve seen a copy of an adver- 
tisement that iepewees in a Philadelphia 
newspaper in 1792. It announced our 
first shareholders’ meeting. But I would 
say that our advertising programs as 
they are today started shortly after 
World War I when Benjamin Rush, then 
our president, perceived the importance 
of securing public understanding of the 
insurance business. 


Q Was his decision something of an 
industry first? 


A We were certainly among the first in 
our field to undertake a sustained ad- 
vertising program. 


Q Did your group advertise consistently 
through the depression years? 


A Yes indeed. It was the conviction of 
our management that it was more im- 
portant than ever to advertise durin 

that period—as leaders in the field o 
protection and finance, they could in 
this way convey their faith in the future 
to customers and the general public. 


Q At what point in your advertising 
history did you start to specialize your 
efforts by going into the business press 
—trade and industrial publications? 


A That dates back to about World War 
I. I believe the first vertical advertising 
we did promoted travel baggage policies 
for our inland marine department and 
were scheduled in magazines specially 
edited for the travel and resort indus- 
tries. Ever since then, we have used 


- 
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“a big and effective advertising 


named Advertising Manager. Because INA’s adver- 
tising programs are known for their interest and 
effectiveness, we recently talked with Mr. Harrington 
about the use and importance of trade and indus- 
trial publications. It proved to be a very profitable 
and enjoyable conversation. Here are some par- 
ticularly interesting portions of the interview. 
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Square D Names Vogel make Milwaukee his headquarters. 


T. C. Vogel, head of the adver- 


tising and sales promotion section | Closed Circuit System Bows 

of the industrial controller divi-| A new closed circuit tv company, 
sion of Square D Co. since 1945, | Closed Circuit Telecasting System, 
has been appointed publications) has been set up to specialize in 
specialist for all divisions. In his| large screen color telecasts. The 
new assignment, Mr. Vogel will co- | company is headed by Fanshaw E. 
ordinate the space advertising ac-| Lindsley as president. Mr. Linds- 
tivities as well as the direct mail| ley has been active in closed cir- 
and catalog programs of the De-| cuit tv and before that was an ad 
troit, Milwaukee and Cleveland| executive on Fortune. RCA soon 
divisions, which make _ controls| will start deliveries of color equip- 
and switches. He will continue to|ment to the company, which has 


ae 


ffi d studi t 237 W. 54th, « 
St., hex Son. oan Several Hundred 
Packard Canada Names B&p | 1 Housand’ Color Set 
The Packard division of Stude- Sales Seen in "57 


baker-Packard of Canada Ltd., 
Hamilton, Ont., has appointed Ben-| WasHincton, Dec. 11—‘Several 
ton & Bowles, Toronto, to handle| hundred thousand” color sets, as 
its advertising. The Packard auto-|many as 3,000,000 portables and 
mobile will make its Canadian de-|another 7,000,000 b&w tv sets 
but early in January. Benton &/appear to be in prospect for 1957, 
Bowles recently was named to|according to the Radio-Electron- 
handle the account in the U. S.|ics-Television Manufacturers Assn. 
(AA, Nov. 26). The forecast of future tv sales 


job at a cost that’s surprisingly low” 


vertical publications to promote new 
“products” as they came along. 


Q Do you use the trade and industrial 
press as principal segments of your 
advertising programs? 


A Yes we do. Just as we believe in 
advertising, so do we believe in the 
vitality, readership penetration, and re- 
sponse potential of business publications 
and we use them as an integral part of 
our programs. 


Q What unique benefits or advantages 
do you feel are offered by business 
publications? 


A We particularly like the fact that 
through such media we can select the 
specific audience to which our message 
is directed with very little or no waste 
circulation and at an extremely modest 
cost. While the business press advertis- 
ing that we do accounts for no more than 
15% of our total budget, we feel that it 
performs a much greater task than that 
expenditure aul indicate. Trade and 
industrial »ublications make possible a 
big and effective advertising job at a 
cost that’s surprisingly low. 


Q Do you fee! that the trade and indus- 
trial press is serving an increasingly 
important role in the business world? 


A Very definitely. We live in a highly 
complex society—it’s a fast-moving 
world, Newspapers, general ape eoep 
and other mass media simply cannot do 
the job of keeping the businessman in- 
formed of the great advances that are 
taking place in technology—for ex- 
ample in the mechanization of industry 
— the application of electronics to 
business problems. As a result, business- 
men, I believe, are turning more and 
more to the publications which serve 
their own fields. And I believe they are 
taking a livelier interest all the time in 


the problems of related fields. 


Qode you feel that today's business 
press is fulfilling its increasing obliga- 
tions to its readers? 


A I believe that tremendous strides have 
been made by the more responsible pub- 


lications to increase their service t® 
businessmen. And, too, businessmen in 
ever-increasing numbers seem aware 
that the publications specially edited for 
their particular business or profession 
can make a very real and vital contribu- 
tion by keeping them informed and 
increasing their technical knowledge. 


Q A while ago you said that you make 
your advertising dollars do double duty. 
Will you elaborate on that, please? 


A Certainly. Here at INA we firmly 
believe that costs, as well as profits, 
must be kept reasonable if we are to best 
serve the interests of our policyholders. 
In line with this, we try to get the most 
mileage possible out of each advertise- 
ment we prepare. This we do by care- 
fully coordinating our various cam- 


paigus and merchandising the job we do 


to its fullest extent. 


Q Will you give me an example of how 
you coordinate your various campaigns? 


A Gur current series appearing in 
general publications is built on the 
theme “Extra Value Makes the Differ- 
ence in Insurance.” Each advertisement 
illustrates one of our key risks, such as 
Disneyland, the Lincoln Tunnel, the 
Chrysler Art Collection, and Stouffer’s 
Restaurants and demonstrates to busi- 
nessmen our capacity and willingness to 
venture, plus the integrity and ability of 
INA and its many agents and brokers to 
give extra value. Now, at the same time 
these aclvertisements appear in general 
publications, advertisements very similar 
and using the same illustrations and 
format appear in the trade press. Here 
the copy theme is directed to insurance 
agents and brokers and points out the 
advantages of using North America 
Companies to cover their key accounts. 
Then, too, current advertisements be- 
come the subject of the lead article in our 
monthly external house organ, which is 
seen by our many agents and their em- 
ployees. Thus a single basic advertise- 
ment is made to do double duty and is 
merchandised to the fullest extent right 
down the line. 


Q How do you determine your adver- 
tising budgets? 


A We first determine the basic jobs to - 
be done. We then, determine just what 
advertising can contribute to the suc- 
cessful attainment of the goals. Once 
this has been done, it is a simple matter 
to determine how much advertising is 
required, where it should appear, and 


‘how much money is needed. 


Through the use of trade and industrial publications you are able to commu- 
nicate with your customers and prospective customers in an atmosphere that 
is natural to them and most productive for you. In this respect, today’s reliable 
business press serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 
a strict control of circulation that assure confidence on the part of readers 
and advertisers. With such acceptance goes a proportionate selling power. 


2 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsyloania 


The Iron Age + Jewelers’ Circular-Keystone + Distribution Age « Motor Age 
Automotive Industries + Optical Journal and Review of Optometry « Spectator 
: Commercial Car Journal + Boot and Shoe Recorder « Hardware World 


(‘) CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 


Gas « Electronic Industries 


Butane-Propane News « Book Division 


represented a projection from 1956, 
when roughly 1,500,000 portables 
and 7,000,000 b&w sets were sold. 
The association has not published 


any figures on color set sales for ° 


1956. 

RETMA reported output of ra- 
dios, other than auto, rose more 
than 20% in 1956, with portables 
up 40%, largely as a result of the 
introduction of transistor-equipped 
sets. The association anticipated 
that radio sales would continue at 
high levels in 1957, with a rise in 
portables and a recovery in auto 
sets in line with increased car 
sales. 


Rowley Named Westclox A.M.;: 
McMillin Succeeds at Argus 

Joel M. Rowley, formerly assist- 
ant advertising manager of Argus 
Cameras Inc., Ann Arbor, Michk., 
has been named advertising man- 
ager of the Westclox division of 
General Time Corp., LaSalle, Il. 

Argus Cameras has named 
Robert E. McMillin assistant ad- 
vertising manager. 


TOM 
TELLER 
DOESN'T 
READ 
AMERICAN 
BANKER 


nS 


OEE ORR a ss 


But you can be sure his bank's 
key executives do...it is 
required reading for men who 
make decisions, It's certain to 
reach their desks and command 
their attention because it is 
their only daily source of bank- 
ing news and information. 
AMERICAN BANKER offers a 
readership of some 50,000 
bankers in the 8,000 important © > 
banks which represent 92 per, 
cent of the total bank deposits 
of the country. 
Subscribers to AMERICAN 
= _ BANKER pay $20 a year... the 
> highest subscription rate in the 
= field...and 96 percent renew 
ae year after year. 
oe 
x 


A ak 2S 


If you’re banking on banks = 


for business, reach the banker 
who reads... ’ a 


= 
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Santa, Stay Away 
From My Door, Say 
Purchasing Agents 


New York, Dec. 11—“It may}; 
come as a shock to a lot of sales 
executives,” Purchasing says, “but 
most purchasing agents would 
rather not receive Christmas gifts 
from the companies they do busi- 
ness with.” 

A survey just completed by the 
Conover-Mast publication shows 
that 50% of 500 industrial buyers 
feel that Christmas business gift 


argest exclusi 


90th U.S. MARKET* 

KIMA-TV's three-station network provides exclusive Goverage fo 
over 40,000 square miles. KIMA-TV alone creates Me emanGOUS new 
market, ranking 90th in the U.S., where no other single 
medium can or does claim comparable domination, 

“CBS Televisiun *y 


(Urban Population 


ms 
| KIMA- 


ond ith Aotathiter KEPR-TY ond) KLEW-TY 
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Yakima, Washington 
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FAMILIES 

EFFECTIVE BUYING INCOME 
GROSS Farm INCOME 
RETAIL SALES _ 

vee SALES _ 

NERAL MERCHANDISE 

DRUG Sales 
AUTOMOTIVE 5, $ 21,335,000 
SALES . $123,748,000 


(Source: 1956 Survey of - , 


$135,614,000 
-- $430,890, 000 


customs are a “general nui- 
sance.” For 12% of the purchasing 
agents questioned, gifts pose a 
“serious ethical problem,” while 
38% don’t care one way or an- 
other. 

“The practice of giving gifts to 
customers at Christmas,” Pur- 
chasing says, “is too firm a tradi- 
tion to be ended, but there are 
signs that more control is being 
exercised.” According to the re- 


RELAXED SELL—According to Robert 
L. Pickering Advertising Agency, 
the artist couldn’t figure out how 
to put a beard on a shaggy dog— 
but managed to include everything 
else from eyepatch to bra—in this 


page in the agency’s customer 


The bdo Beet * 


The roast beef you cat this winter 
originated in early 1955... There was a 
Spring drought in the range states, and 
a record crop of calves swelled the 
1955 becf cattle count to a new high 
of 62,588,000—doubic the 1940 figure. 

Checked, disinfected, car-notched 
for identification, the new calves were 
turned loose with their mothers. They 
grew 50 to 60 pounds a month, | 
and around their sixth month , 
began their trek to Central gi 
States stockyards. | 

At the yards, commission 
men and farmers bought the 
calves for Midwest farms—to 
turn hay, corn, grain and silage" 
into thousand pound animals which 
are most readily marketable. 

During the usual ten month feeding 
period, a yearling may consume around 
30 bu. of corn, 35 bales of hay, an acre 
of Spring pasturage, and $10 worth of 
mincrals, vitamins and medicines. The 
cattle are shipped to market between 
August and December. 

While some farms with “reputation” 
cattle command premium prices, the 


yi 


Chicago average im 1955 WaS 22.75¢ a 
pound. So the farmer's profit or loss is 
determined by his costs—which may be 
low as 12¢, or above 20¢. The amount 
of feed grown on the farm is a big factor. 
Competition today compels more 
efficient operation and lower costs, with 
barns and feedlots designed for volume, 
gravity conveyors, self feeders, facilities 
for casier cleaning and manure 
disposal. Better breeds run to 
less fat and bone, more meat. 
Beef cattle supply a number 
of industries—slaughtering and 
packing, refrigeration, canning, 
fertilizer, glue, pharmaceuticals, 
leather; and 2,888,415 tons of 
freight last year for the 39,000 livestock 
cars run on Class I railroads. 

The 1955 beef production reached a 
peak of 13.6 billion pounds (up from 
the 9.5 billion of 1950), and $3 billion 
plus in farm revenue ...of which some 
53% went to the farmer subscribers of 
SuccessruL FarMminc. 

These SF farm subscribers are the 
country’s best farmers, with larger 
mvestments in land, building, and 


Merepitn Pusuisuinc Company, Des Moines. . 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles 


machinery; with better brains, better 
methods, larger yields, higher incomes. 
Three of four are in the 39% minority 
which gets 88% of the national farm 
income. Last year their average cash 
income from farming was $10,260! 
These Successrut Farminc farmers 
are still making money, and spending 
moncy—on better homes, better living; 
new bathrooms, modern kitchens, new 
furniture and furnishings, travel and 
schools, insurance and investments. 


Ano there is no better or cheaper 
way of selling this $11 billion market 
than through Successrut FaRMinc. 
SF for more than fifty years has helped 
the best farmers make more money, 
helped farm families live better... has 
carned confidence and responsiveness 
no other medium can match! 

For new customers, and to balance 
your advertising schedules where most 
gencral nedia run thin, you really need 
SuccessruL Farminc. Ask any SF office 
for the full story. 


house organ. 


port, 41% of the purchasing agents 
interviewed say that in the past 
few years fewer suppliers are 
sending Christmas gifts. Only 14% 
reported they are getting more. 

Of respondents, 29% said that 
they or their companies are tak- 
ing action to discourage gift giv- 
ing by suppliers. 


= General view of most of the 
purchasing agents, the magazine 
reports, seems to be this: “They 
don’t want to receive business 
presents; most of the gifts aren’t 
useful; most are too costly; and 
they don’t like the feeling that 
they’ve been ‘bought.’” 

Some companies try to solve the 
problem by having the purchas- 
ing agent send gifts in return to 
suppliers. Most of the buyers 
(83%) are opposed to this idea, 
compared with 17% who favor it. 


Bunker Heads Ad Council Unit 

Walter Bunker, vp, Young & 
Rubicam, has been named chair- 
man of the Hollywood radio-tv 
committee of the Advertising 
Council. The committee, comprised 
of broadcasting, producing and ad- 
vertising executives, promotes and 
coordinates public service adver- 
tising in radio and tv programs 
emanating from the West Coast. 
The committee works in conjunc- 
tion with the Ad Council’s national 
radio-tv committee, headed by 
Edwin W. Ebel, vp, advertising and 
consumer relations, General Foods 
Corp. 


P&G Opens New Offices 

Procter & Gamble has moved 
its Cincinnati headquarters to a 
new 1l-story building located two 
blocks from the site where P&G 
was founded. The building houses 
more than 1,500 general office 
people and is the center of P&G’s 
advertising activities. 


Tighe Returns to ‘Woman's Day’ 
Eileen Tighe, most recently with 

House & Garden, has returned to 

Woman’s Day, New York, as exec- 

utive editor, a new position. She 

-_ formerly editor of Woman’s 
ay. 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 


For detailed information, write 


MFA. Publishing Department, 
200 South 7th, Columbia, Mo. 
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They put action into a “stand-still market” 


IN-TYPES and magic lanterns sat- 

isfied grandpop, but not design 
engineers. Their lively imagination 
and hard work brought forth colorful, 
action-packed photography that every- 
body could afford and enjoy. They 
created a tremendous range of equip- 
ment for hobbyists and professional 
photographers, for commercial photo- 


copying processes, for the movie and > 
’ television industries, for industrial and 


scientific instruments, etc. Not only 
did photographic equipment itself 


grow into an important share of the 
O: E. M., but the development of tele- 
vision cameras sparked a brand new 
giant industry. 

Today, more than ever, product-de- 
sign engineers are doing big things for 
products and people. They’re creating 
NEW MARKETS AND MAKING 
THEM GROW. 

The spectacular accomplishments of 
photo equipment designers are not 
unique. Dramatic advances are made 
constantly along the entire industrial 


design front — in appliances, machine 
tools, airplanes, etc. —- wherever prod- 
ucts are engineered. And in their 
search for new ideas, methods and 
products to complete their projects, 
over 33,700 product engil.eers have 
made Product Engineering the pace- 
setting publication in its field. 

To reach these men who make 
markets grow, advertisers put more 
pages, and invest more dollars, in 
Product Engineering than in any 


other design magazine. 


In the $34-billion original equipment market 


/......makes sales grow 


The McGraw-Hill Magazine of design engineering 
Product Engineering, McGraw-Hill Bidg., New York 36, N. Y. 
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— The Suns Tisens still is UP in : 


in retail advertising gains _ : 


Changes in Total Retail Advertising, 
ist 11 Months, 1956, vs. Ist || 
Months, 1955. Source, Media Records. : 


7 The Sun-Times, one of the 2 newspapers . 
j most used by Chicago retailers, printed 7 
; 12,332,366 lines of retail advertising in = } a 
the first 11 months this year, and estab- 85,976 lines 110,161 lines 
lished this record of retail advertising : 
gains against the field —»> : 
. x the . 
- In Chicago It Takes (2 
| —and one of the 2 it takes is the i 
CHICAGO ; : 
-- SUN-TIMES | 
i... THE NEWSPAPER OF THE NEW CHIcaco T@ 
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masonry building 
singularly different ... 


Masonry Building’s over 20,000 
paid subscribers are among a 
speciatized high buying power 
segment of the buliding industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Reilly, Brown Adds Account 

Reilly, Brown & Tapply, Boston, 
has been appointed to handle ad- 
vertising and public relations for 
Consumer Products, also Boston, 
which is introducing a new line of 
products. The new line includes 
Thirsty-Tot water bubbler and 
Ferta-Mix self-mixing fertilizer 
unit. 


‘Institutions’ Goes West 
Institutions, Chicago, will add a 
western edition beginning with its 


April, 1957 issue. The western 
edition will be exactly the same as 
the national issue of the magazine 
—with no deletion of national ad- 
vertising or editorial—but will in- 
clude a section of western adver- 
tising and editorial content. 


Vinyard Joins Turner 

Richard Vinyard, account exec- 
utive of the Los Angeles branch 
of Foster & Kleiser, will join 
Turner Advertising, Charleston, 
S. C., effective Jan. 1. 


ee ae 


~ THESE HOMES ARE WHERE YOUR SALES A@E MADE 


Advertising Age, December 17, 1956 
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© The emme @ wo rich and aE 


WITH BACON—H. J. Heinz Co. is ad- 
vertising its new Campside Beans 
in 136 metropolitan newspapers. 
This two-color ad appeared in the 
Chicago Daily News (AA, Dec. 
10). Maxon Inc. is the agency. 


Cannelton Sewer Appoints 

Cannelton Sewer Pipe Co., Can- 
nelton, Ind., has appointed Keller- 
Crescent Co., Evansville, to handle 
its advertising effective Jan. 1. 
Norman Malone Associates, Akron, 
is the present agency. The switch 
is being made, according to Can- 
nelton, “only because of Keller- 
Crescent’s proximity to our plant 
and general office.” 


Small Adds Marquesa 

William J. Small Advertising 
Agency, Boston, has been appoint- 
ed to handle advertising for Mar- 
quesa Fashions, Montreal. Con- 
sumer magazines and trans-Cana- 
da newspapers will be used in an 
expanded advertising campaign. 


Seibert Is Named 
to Head PR Unit 
at Baker Agency 


SEATTLE, Dec. 11—Frederick E. 
Baker & Associates, Seattle agency 
which grew out of a pr organiza- 
tion, now has set up a separate 
operating division to handle its 
public relations work and has ap- 
pointed Paul W. Seibert director. 
Frederick E. Baker, senior partner, 
will give general supervision to the 
division. 

When established in 1940, Fred- 
erick E. Baker & Associates was 
solely a public relations organiza- 
tion. In 1943 it began providing ad- 
vertising services; today it is one 
of the largest advertising agencies 
in the Pacific Northwest in billing 
and personnel. 

In setting up the new pr division 
Mr. Baker said: “While enjoying 
a widespread reputation as a pub- 
lic relations consultant, we have 
been concerned during the past 
few years that our concentration 
on advertising might limit our ef- 
fectiveness in pr. As a solution, the 
pr activities have been set up as 
a separate division.” Baker now 
provides pr services to 20 compa- 
nies; eight are public relations ac- 
counts exclusively and 12 are also 
advertising accounts. 


# Mr. Seibert joined Baker in 
June, 1955. Previously he had been 
public information director of the 
Municipal League and later direc- 
tor of the King County Safety 
Council. 


Cigar Makers Elect Wurman 

Edward J. Regensburg, of Re- 
gensburg & Son, New York, has 
been elected board chairman of 
the Cigar Manufacturers Assn. 
New president is Harry P. Wur- 
man, president, Bayuk Cigars Inc., 
Philadelphia. Other new officers 
are Carl J. Carlson, Tampa, vp; 
Charles H. Horn, Red Lion Cigar 
Co., Lancaster, Pa., treasurer, and 
Samuel Blumberg, attorney, sec- 
retary. 


.CLIP THE CLIPPER’ 


Like many other BIG NAME firms, you, too, 


MULTI-AD SERVICES, INC 


Box 806M Peoria, Illinois 


WIND 


Chicago’s most-bought radio station, 
with the highest audience ratings in town, day and night. 


OINS WBC... 


the most-bought group of stations 
with the best music, news and service 
programming on radio today! 


NEXT MONTH, WIND JOINS WBC! 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


Radic — Boston, WBZ+WBZA; Pittsburgh, KDKA; Cleveland, KYW; 


Fort Wayne, WOWO; Chicago, WIND; Portiond, KEX 
— Boston, WBZ-TV; Pittsburgh, KDKA-TV; Cleveland, KYW-TV; 
Sen Francisco, KPIX 


WIND represented by A M Radio Soles 
KPIX represented by The Katz Agency, Inc. 
All other WBC stations represented by Peters, Griffin, Woodward, Inc 
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THOSE WHITING ¥ 
GIRLS 


Starring 


MARGARET WHITING 
BARBARA WHITING 


A DESILU PRODUCTION 
Procter & Gamble and General Foods 


WHIRLYBIRDS 


Starring 
KEN TOBEY & CRAIG HILL 
A DESILU PRODUCTION 


In Association with CBS-TV Film Sales 
National Syndication 


Desilu Productions, Inc. ¥ y) : /; 


HOLLYWOOD, CALIFORNIA 


HOURS. 


MORE _ 


FILMED BY DESILU 


3 Starring 
BETTY WHITE 
NBC-TV Procter & Gamble 


DATE WITH 
THE ANGELS 


Bandy Productions 


} 


(3 a ‘ & 
TOTAL PRODUCTION FOR THIS SEASON _ 


—189% HOURS 


NEW 
TOTAL 
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This Week in Washington 


Car Dealing Starts 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 13—When 
1957 cars first appeared, there ap- 
parently were a substantial num- 
ber of prospects who were willing 
to pay top list prices in order to be 
“first” to own them. 

But the car dealers’ bonanza is 
already over. 

Anyway, that’s the story reported 
by members of the field staff of the 
Bureau of Labor Statistics, who 
gather information about the prices 
consumers pay for cost-of-living 
items. Their reports in October 
showed a sharp increase in expen- 
ditures for autos, refiecting the fact 
that consumers were trading with- 
out demanding the usual discounts. 
New data for November show ex- 
penditures for autos down closer to 
earlier levels, indicating that deal- 
ers once again are knocking off 
substantial allowances in order to 
offer attractive propositions. 


SALES STORY 


There are all kinds, but if you 
really want to sell Southern 
California, take heed: 


it was 1:15 in the morning, late 
in November... 

Jackson Wheeler was visiting 
with his KTTV viewers. He inter- 
viewed Lease Bussard, Inter- 
national President of the 
Optimists, who read the Optimist 
Creed. Jackson invited the “Jack- 
son's Theatre” audience to let 
him know if they wanted a copy. 
Then it happened... 

KTTV's switchboard was jammed 
until, at 2:15 A.M., Wheeler sug- 
gested that the audience write 
instead of phoning. 

To date, 9,752 requests for the 
Creed have been received from 
all over the Southern California 
area. The piace is loaded with 
optimists (customers, to you). 
Yes, Southern California is differ- 
ent, and the difference is KTIV. 


>c<@ ae we 
Los Angeles Times-MGM 


Television (~~) 


Represented nationally by BLAIR-TV 


as Novelty Fades 


Obviously it is too soon to know 
how the public feels about the 1957 
cars. Dealers say, however, that 
they expect to sell between 6,000,- 
000 and 6,200,000, compared with 
5,800,000 in 1956. 

+ e 


TV Skirmishing Recalls 1943 
Case: The Justice Department’s de- 
cision to intervene in the regulation 
of tv networks may be a factor in 
determining whether FCC Chair- 


man George C. McConnaughey 
keeps his job for another seven 
years. 

While he normally would be re- 
appointed when his term ends this 
June, the White House staff can 
hardly be happy about the open 
conflict that has broken out be- 
tween the two agencies concerned 
with maintenance of a competitive 
tv service. Since Attorney General 
Brownell personally ordered inter- 
vention in tv, presumably the 
White House staff will wonder 
whether FCC neglected its job, 
leaving a vacuum which invited 
congressional committees and the 
Justice Department to step in. 
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Meanwhile, what is the Attorney 
General’s real purpose? Is he out 
to punish NBC and to establish 
jurisdiction for more anti-trust 
cases? Or is he using the NBC case 
as a pistol pointed at FCC, ready 
for settlement when the commis- 
sion adopts new regulations dealing 
with problems which prompted the 
anti-trust division to invest so 
much of its money and manpower 
in an investigation of tv? 

As a clue, remember what hap- 
pened in 1943. At that time, the 
anti-trust division had complaints 
pending against the radio networks. 
After FCC Chairman James Law- 
rence Fly put through the existing 


network rules—despite last-ditch 
opposition from the networks—the 
anti-trust division was satisfied the 
evils would be eliminated. It grace- 
fully withdrew its complaints and 
left the field to the commission. 
a * + 

Top Air Embarkation Points: 
Detroit and Atlanta joined the 
select group of cities putting into 
the air more than 1,000,000 pas- 
sengers each in fiscal 1956, accord- 
ing to tabulations just released by 
the Civil Aeronautics Administra- 
tion. Leaders for the year were 
New York (4,677,008); Chicago 
(3,841,632); Los Angeles (1,916,- 
333); San Francisco (1,409,897); 


RAILWAY 
EXPRESS 


AGENCY 
uses business papers 


Ts 


to dramatize 
their service story 
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OBJECTIVES: This campaign was designed to promote the 
specific features of Railway Express service (speed, economy, 
dependability) which a national survey revealed to be most 
important to American industry. 


SCHEDULE: Two-color pages in seven business publications. 


RESULTS: “This campaign has played an important part in 
the sales drive that brought a substantial increase in the 
volume of Railway Express shipments. Needless to say, the 
entire organization is enthusiastic and this advertising is 
being continued in business publications.” 


AGENCY: Benton & Bowles, Inc. 
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OBJECTIVES: To sell a special Father’s Day promotion de- 
signed to help the retailer get a bigger share of Father's 


Day trafic—and Puritan, a bigger share of sales. 
SCHEDULE: B&W pages in one merchandising publication, 


4-color insertion in a second. 


RESULTS: “Puritan received wires and letters from retailers 
eager to participate in the promotion! Salesmen found re- 
tailer after retailer aware of the Festival . . . ready to order 
merchandise and display material on the spot. Advance 
orders for the new Spring line broke every sales record on 
Puritan’s books—with sales up 31%!” 


AGENCY: Hicks & Greist, Inc. 


ALL GOOD SELLING IS SPECIALIZED AND... 


nothing specializes 


One yardstick alone—paid ABC audited circulation—is a convincing measure 


of the editorial and advertising values of ABP publications. Close to 3 million 


subscribers pay $10 million a year to read these leading businesspapers! 


Ns eats eee Peak Fors aden Se a Ee ce ee ee 
OF ed FO Re os rice Py 
Oo aa Cecaere Be St ee me fe 
lis fre oS re  - 3 
ee er = i. 
. — te | ee Ae rel 2) 
to 62 er eae el ae = aie 
ie a Cl( tT _ 
Brees: pe fe ie, i ie msyc all 
6 3 SIAL AO i Po tt een — 
:: : ‘ . Po 
sae i‘ 
a4 _ 
se tunica 
aan 
ns 
ps 
sei pe 
ae 
. aes 
toad tg 
ee 
i Sad : 
ne 
a eal 
a ee: 
ee 
‘a) : 
ee —_—_—.euQaIvwKe nnn — _eee 
oe - | 
“ 
Mer 
ae | 
ae : i PURITAN’S °50 
Gas. | 3 : | 
ee | FESTIVAL PU AN 
1aNeg een } | FATHER’S . 
= \ eo » = me 
‘ < ve | 
: é ‘i ; J $s 7 
aa : TRAFFIC Bul 1a] = 
a ' aa Js uses businesspapers 
eee : 2 + a ~ . “ve » 8 ‘i 
Ba me, , = j — 4 &- whl 
E i ~ ' RIT: 
ram be : vy | 3 
oe. ae 6." : : ui halidaly Gretettion 
- a . a / The big R 
: of ce : : 
es : : x : -_-—- _ | > e. g 
| | eae so hae « oe to 
ar +. ¥ centering ee St up 
; ea ray % , 13 a i and in crea , Ph. 29 es ae i 
ae ‘3 Sz —= ee : : = , | ; 
oe a Setssers ae 
aie , a \ 7 a) ; pS ts A ~ ~ = 
eae 3 ; 
ae a © yeaa 6.) : ae 
x ee OF, “ | : — 
| ; : — ee eee - 
2 ‘ = , 
gk | , 
ike 8; ? ; a; 
ne a" pe | a 
hee x ae 3 ee 
ede sg? a ’ 
wees Gan : 
ae * i ; 
ray ~ ch EGE. of 
Fa to) ‘eens 
¢ j z gh ¥ 4 ' 
2 : pt: ; Ler ' } 
ay Ro ; BEY 
9 s : | 
eae 
ia ' | 
aa Pe 
Bi: 
x a 
a 8 
eral 
ee | 
i 
wile 
ce 
5 ey 
ba 
ae ,. 
+ c: ; 
ape | 
ao” | 
+o _ 
a 
Be 
a 4 
a | 
«Se 4 : 
Pr 
ae | 
a a a 
a | 
1a 
et: 
es | 
og ; | 
bes : 
eS 
‘* Beg 
pws | 
me 
} J 
met | 
Bene | 
eg 
Bie ee 
‘ a 
.. 
-, . ' 
re. : 
hes 
Paes. bi be ' 
ae ba te nt ee Lt 
Se ee pee 3 by | | 
; epee Ae aah emote Sica Pa tie ac Mls pe | 
PET RL View gfe Rhema ‘ ie | ‘ 
- OS See 2 ely BR ce ere ety E ae +> ol 
ae ee a Wy Be sods See. i ; i : 
pc We, gt eae eae a ee 
aos ne ree i Lette Vere Reet eee Sa a < 
Do te | ee nn eee eee ee ee 
es ee. aa oa = 
i Pes. eu 


— 


Miami (1,176,429); Detroit (1,105,- 
224) and Atlanta (1,058,619). The 
sequence is the same as 1955, but 
each city shows a substantial in- 
crease in traffic. 

Altogether, traffic for 533 com- 
munities, including 22 “large” hubs, 
has been tabulated in “Air Com- 
merce Traffic Pattern, Fiscal Year 
1956,” available for 50¢ at Depart- 
ment of Commerce field offices. In 
addition to domestic air travel, 
separate data are given for inter- 
national travel and air freight. 

* ~ a 

Far-Flung Agriculture Research: 
Department of Agriculture is busy 
screening literally hundreds of pro- 


Advertising Age, December 17, 1956 


posals for new market research 
projects for the next fiscal year. 
And it looks as if the department— 
which has already produced book- 
lets on such topics as how to run 
supermarkets and how wholesale 
grocers can cut down delivery costs 
—is under pressure to become even 
more of a jack-of-all-trades. 
Among the projects submitted by 
the home economics advisory com- 
mittee, for example, are these: 
“Initiate research essential to the 
improved sizing of shoes and on 
factors essential to the serviceabil- 
ity of shoes, with emphasis on 
children’s shoes”; “Begin studies to 
develop functional clothes for pre- 


school children”; “Widen work to 
develop improved methods for de- 
termining serviceability of various 
fabrics”; “Start studies to deter- 
mine proper timing temperatures 
for hand ironing of various fab- 
rics”; “Initiate research to deter- 
mine farm household water re- 
quirements, with emphasis on 
water supply, plumbing systems 
and waste disposal facilities”; “Be- 
gin analytical work on lighting re- 
quirements for various household 
activities” ; “Extend research on the 
role of fats in human nutrition, in- 
cluding fatty requirements of var- 
ious age groups.” 

Are these com vittees composed 


of dreamy-eyed do-gooders? No, 
indeed. Many of the members are 
from educational institutions, but 
this particular committee, for ex- 
ample, also includes representa- 
tives of all the leading farm maga- 
zines, and even of such companies 
as General Motors. Its new chair- 
man, for example, is Dr. Dorothy 
S. Lyle, of the National Institute 
of Dry Cleaning. 
es - & 

No Tariff Hike on Fish: President 
Eisenhower has: turned down a 
Tariff Commission recommenda- 
tion for higher tariffs on imported 
fish filiets. He admits that domestic 
fishermen have been hurt by im- 
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OBJECTIVES: To provide advance information on product 
promotions; to point out product sales features; prepare 
the way for the Armour salesman; and to keep the Armour 
name before the grocery trade at all times. 


SCHEDULE: Two-color gate-fold inserts in five merchandis- 
ing publications, plus B&W pages in other major trade 


publications. 


RESULTS: “The campaign pre-sold the retailer, sparked 
enthusiasm in our sales force and contributed greatly to 
increased sales and profits for Armour and Company.” 


AGENCIES: Tatham-Laird, Inc.—Henri, Hurst & McDonald 


—N. W. Ayer & Son, Inc. 


OBJECTWES: To get architects, engineers, designers and 
contractors to specify U. S. Steel products. To increase the 
sales of U. S. Steel products by reporting on their use in 
fields of interest to architects and engineers. 


SCHEDULE: Black & white pages in ten business publications. 


RESULTS: “Although no effort was made to trace results, 
direct results were evident. For example, one district office 
reported that a company called, complimented the steel 
decking ad, and on the basis of the ad, placed an order 


amounting to $26,000!” 


AGENCY: Batten, Barton, Durstine & Osborn, Inc. 
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LOOK FOR THESE SYMBOLS ON YOUR BUSINESSPAPER @: ‘@: 


You will find them on all members of the Associated Business Publications 
.. . leading businesspapers, working together to give their readers — and their 


advertisers—more for their money. 


“FAST FACTS..." Here’s a handy compendium 
of businesspaper information that’s required reading 
for every advertiser who sells to (or through) business 
and industry. Fast-reading, up-to-the-minute, factual 
—this vestpocket booklet is well worth studying. Es- 
pecially worthwhile if you’ve had no shirt-sleeve 
familiarity with the business press. Send for your 
free copy (copies) today. Write ABP, or any ABP 
paper that serves your field. 


THE ASSOCIATED 


BUSINESS 
wm PUBLICATIONS 


MEW YORK OFFICE: 205 EAST 42ND ST., NEW YORK 17, WY © CHICAGO OFFICE: 201 NORTH WELLS ST., CHICAGO 6 ILL. © WASHINGTON, D. C. OFFICE: $25 ISTH ST., NW .WASHINGTON 5, 0. c 
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ports, but he fears that higher tar- 
iffs would injure “close friends” 
abroad. 

The President is hopeful that in- 
creased population and expanding 
markets will result in ample outlets 


for domestic fish. He points out 
that the government recently de-* 
cided to finance research and mar-} 
ket development programs to help. > 


the domestic fish industry, and also 


decided to underwrite loans for. 


more efficient boats. 


Distributes Prayer Cards 

Linen Supply Institute of 
Greater New York is distributing 
to restaurants in the metropoli- 
tan New York-New Jersey area 
Christmas table cards imprinted 
with “Grace before meals” pray- 
ers from the three major faiths. 


Hanel Joins Mercury Division 

Richard S. Hanel, formerly pres- 
ident of Ford (France) S.A., has 
been named marketing adminis- 
tration manager of the Mercury 
division, Ford Motor Co., Dear- 
born, Mich. 


Since the sternwheelers first 
opened our Ohio River Vs!ley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lac- 
ing for you. 


HUNTINGTON-CHARLES 
W.3.6. NETUORE 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Repregented by The Katz Agency 
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THIS IS MODERN PLASTICS ... leading Me way |. 
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to new plastics developments in today’s fastest-growing industry 
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Loftis 

KRAFT CHiEFS—J. Clyde Loftis, president-elect of Kraft Foods Co., 

Chicago, and John H. Platt, senior vp, congratulate G. C. Pound, - 

now Kraft president, on his election as chairman of the board by 

directors at a meeting last week. Mr. Loftis, now exec vp, and Mr. 
Pound take their new offices Jan. 1. 


Rosenbloom 
TALENT DIVERSITY—F our finalists in a queen contest in 
Foote, Cone & Belding’s Chicago office match their 
strength and wit with Slapsie Maxie Rosenbloom, 
“Paper Mate Kid” and former light heavyweight 
champion, a visitor to the agency’s office. The occa- 


Hejna 
sion was a competition to select an FC&B represent- 
ative as a candidate for queen of the Chicago Busi- 
ness & Seminar Show next spring. With Mr. Rosen- 
bloom are Cerna Druck, Cathy Coleman, Rosemary 
Hejna, Betty McCabe. The “winnah”: Miss McCabe. 


CHARMER—Diane Daniggelis, Miss 
Swimming Pools of 1956, decorates 
the speaker’s stand at the first con- 
vention of the National Swimming 
Pool Institute, in Chicago. With her 
is Wesley Bintz, engineer and 
pool-builder, of Lansing, Mich., 
chairman of the institute’s steering 
committee. 


io 


FOR THE ROAD—For the 22nd year, 

the House of Seagram will urge 

New Year’s Eve moderation—this 

year with ads in 84 newspapers in 

68 markets. Warwick & Legler is 
the agency. 


Gauley Chilles Jones Shea Kortas 
FOR A MERRY CHRISTMAS—Agency and advertiser guests at the annual Christmas party 
of the t.f. Club of Chicago, held Dec. 11, brought along gaily wrapped gifts for the 
children of needy families. The several hundred gifts collected were donated to the 
Salvation Army for distribution. Among those at the party were Ernest R. Gauley, 
consulting engineer; Henry Chillas, Whiting Corp.; Bert V. Jones, Link-Belt Co.; 


Girard Linder Evans Beck Reynolds 
Robert J. Shea, Public Works Journal; Elaine Kortas, Marsteller, Rickard, Gebhardt & 
Reed; Griff Williams, Electric Light & Power Co.; C. W. Fisher, Buchen Co.; Stanley 
F. Girard, Tool Engineer; Roy E. Linder, Practical Builder; Russell L. Putman, Put- 
man Publishing Co.; John W. Evans, Marsteller, Rickard, Gebhardt & Reed; Nathaniel 
Beck, Putman Publishing Co., and M. G. Reynolds, Henri, Hurst & McDonald. 


TRIX WITH PIX—“Manners,” a “most extraordinary butler,” will help sell Kleenex table 
napkins for Kimberly-Clark Corp. in a series of tv commercials. “Manners,” por- 
trayed by Richard Cutting, appears in the films as about 2’ tall. The illusion is created 
by photographing Mr. Cutting against out-size props, while other actors in the scenes 
are photographed against standard-size furniture. The scenes are shot on the same 
film, blocking half at each take. In the three photos at left, “Manners” and Cindy 


Robbins demonstrate the out-size props. At the right is Miss Robbins with a 2’ cutout 
of the butler—and standard-size props—which helps actors visualize their scenes. 
“Manners’” role in the commercials is to impress upon American families that the 
large-size Kleenex napkins are proper for every occasion. Foote, Cone & Belding, 
Chicago, is the agency. “Manners” will be seen on the Perry Como and Danny Thomas 
tu shows. 
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month after month... 


15142 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,250,000 COPIES EACH MONTH 


Dad building something in his workshop, Mom trying 
out a new recipe—BH&G readers act on ideas they see in 
“the book’’. Associated with reading the ads and articles 
in an average issue of BH&G, 6,950,000 readers reported 
taking 27,100,000 actions! 15,500,000 people read an 
average issue. One third of the 123,800,000 people in the 
U.S. 10 years of age or older read one or more of every 
twelve issues. That’s 44,150,000 readers of Better Homes 
and Gardens — and over 40% of them are men! Meredith 


Publishing Company, Des Moines 3, Iowa, 


during the year... 


of America 
reads Better Homes & Gardens ! 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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SPORTS PARADE—This spread is part of a 3\%4-page 
insert in the December Boys’ Life in which manu- 
facturer members of the National Sporting Goods 


42 Sport Goods 
Makers Join in 
Yule Campaign 


| versions (containing the particular 
|dealer’s selection of the items ad- 
vertised) were sold to dealers for 
use as a direct mail tool. More than 
250,000 of these were printed. 


e Four spot announcements offer- 
| ing the free gift catalog were used 
cn “Monitor” (NBC Radio) on 
Curcaco, Dec. 11—The National | N°v: 17 and 18. A page in the No- 
Sporting Goods Assn., which last ym pore So oat safe alto plugged 
year persuaded manufacturers, | g a 
whose goods the association’s|e More than 250,000 merchandis- 
members sell, to fill a $50,000 11-/ ing promotion kits were distributed 
page ad in Sports Illustrated for a|to dealers. These included counter 
Christmas promotion, is conducting | cards for each of 93 pieces of mer- 
a similar promotion this year, using chandise advertised, newspaper 
two publications. | mats, posters, streamers and radio- 

In its second annual “Christmas v spot scripts. 

Parade of Sports Gifts,” the as-| 

sociation wound up with a 9%4-|* According to G. Marvin Shutt, 
page b&w section in Sports Illus- | executive secretary of the sporting 
trated (Nov. 19) and a 3%-page | goods association, the program was 
b&w insert in Boys’ Life (Decem- | “enthusiastically received’’ by 
ber issue). Forty-two sporting) dealers, and several participating 
goods manufacturers took “partici- manufacturers have reported com- 


jsumers free on request. Selective | 


pations” in the two units promot- 
ed by the dealer group. 

Among the goods advertised 
were golfing equipment, fishing 
tackle, guns, skates, bowling balls, 
baseball gear and even outboard 
motors. A number of the items ad- 
vertised were competitive, some- 
times on opposite pages. 


® The NSGA has engaged in a 
strenuous merchandising drive to 
back up the display ads, including 
the following: 


e The two consumer ad units were 
combined in a trade ad in the Oc- 
tober issue of Selling Sporting 
Goods, in which dealers were urged 
to stock the merchandise featured. | 


e The same ads were made into a 
“Christmas Parade of Sports Gifts” 
catalog which was offered to, con- 


Be heyrat 2 he 


plete advance sellouts of Christmas 
items advertised. 

Grimm & Craigle, Chicago, is the 
agency. The account executive is 
Walter T. Craigle. 


Adam Young in New Oftice 

Adam Young Inc., radio station 
representative, and its sister tv 
company, Young Television Corp., 
have moved to new offices at 3 E. 
54th St., New York. Coincidentally, 
the radio company named Robert 
A. Burke, who has been with the 
representative for some time, as- 
sistant sales manager. 


Jayne Swain Joins WAKE 

Jayne Swain, formerly account 
executive with WQXI, Atlanta, has 
been named assistant manager of 
WAKE, Atlanta. 


CHRISTMAS CORNER—Section of sport shop in a Chicago suburb illus- 

trates the point of sale end of National Sporting Goods Assn.’s 

Christmas promotion. All goods shown are advertised in the pro- 
motion, 


ae 


le 


Assn. displayed their wares for Christmas. The al- 
lied sporting goods makers (42 in all) also filled a 
914-page insert in Sports Illustrated. 


Business Yule Gifts 
Become $10,000,000 
‘Rat Race’ in Canada 


Ortawa, OntT., Dec. 11—A form 
of yuletide pr otherwise known as 
-he inter-business Christmas gifts 
.outine, come in for special atten- 
vion in a cross-Canada survey re- 
cently completed by Marketing. 

Variably described as a “rat 
race” or “tokens of good will” the 
annual yuletide giving spree has 
grown into a $10,000,000 business 
in Canada, and it’s getting bigger 
all the time. 

But not all companies believe in 
his Christmas story. In fact, ac- 
‘ording to the survey, although 
more businesses and suppliers are 
giving presents to their customers, 
the resistance offered by the op- 
oonents of the practice is stiffen- 
ing. 

“That’s one rat race we're glad 


to be out of this year,” one long- | 


time dispenser of yuletide larg- 
esse said. 

He said his company is scrap- 
ping its shopping list “forever.” 


® It is estimated that the average 
company’s spending on gifts for 
clients may be around $1,400. 
Company gift lists range from 
half a dozen names to as many as 
7,000. ‘ 
Company reasons for giving are 
as varied as the gifts themselves. 
‘Imported cheese with exotic 
wines, bright red vests, back 
seratchers and genuine panama 


hats are some of the unusual | reted as an attempt to buy busi- | 


items that will be given this year). 
Here’s how the gift givers look 
at the Christmas custom: 


e We like our customers and we 
like giving them something at 
Christmas. 


e It’s strictly a matter of good 
vublic relations. Many company 
men expect suppliers to come 
through at Christmas and feel 
“lighted if we don’t. 


e We get a kick out of giving. 


e We have to do it to keep up 
with our competitors. 


Most gift-giving companies see 
no insincerity in saying “Merry 
Christmas” with a present. But in 
others, there is a growing con- 
viction that the practice is get- 
ting out of hand. * 


= One agency executive, who 
didn’t want his name used, put 
it this way: “Business would be 
better off if gifts were eliminated 


altogether. A gift can be inter- 


= 


eerie ee me aoe eee ag abs 


eT es 


Advertising Age, December 17, 1956 


|'Wanna Go Broke? Cargill & Wilson’s Kline 
Tells Class 8 Ways to Goof Up Advertising 


RicHMoND, Dec. 11—Instead of 
jhearing the usual precepts and 
| principles of advertising, a class 
|of small business men here last 
jnight was jolted to hear an ac- 
jeount executive tell them “Eight 
Ways Advertising Can Help You 
Go Broke.” 

Robert H. Kline, account exec- 
utive at Cargill & Wilson, was 
speaking before the small business 
clinic sponsored by the Richmond 
public schools and the Richmond 
Junior Chamber of Commerce. 

Mr. Kline pointed out that there 
are thousands of ways of going 
broke, but in the advertising field, 
he said, there are eight especially 
effective methods of achieving 
bankruptcy. The eight avenues 
for failure he cited were: 


e Copy somebody else’s advertis- 
ing style. 

When you see a competitor’s 
ad in the paper, clip it out so you 
can run the same kind of ad, your- 
self. If he’s running a special on 
toasters, so should you. If he’s got 
a special price, use the same price. 
-n fact, try to use the same illus- 
tration and even the same kind of 
description about the product. 

And you'll really be on the right 
track if you imitate your com- 
petitor’s ‘“signature”’—the style 
and type he uses in his store 
/name. When you do these things, 
;you’ll be successful in keeping 
| your prospective customers con- 
| fused. They won’t be able to re- 
|member whether they saw your 
ad or your competitor’s. 


e Don’t make a budget for your 
advertising. 

| Make up your mind from week 
to week and from day to day how 
much you spend on advertising. 
Yearly budgets are a headache. 
They take a lot of time, and you 
have to worry in January about 
what you’re going to do next Dec- 
ember. 


e Keep your employes in the dark 
about your advertising. 

When you decide (at the last 
minute) to run a half-page ad in 
the Sunday paper, keep it to 
| yourself. It’s your business you're 
running, so don’t cut your em- 
ployes in on how much you're 
spending, what you’re featuring 
in the ad or when it’s running. 

The worst thing you can do is 
to let your employes see proofs of 
the ad before it actually appears 
in the paper ... or to let them 
read the radio announcements be- 
|fore the broadcasts. If you did 
|that, your employes would know 
jas much as you do. 


|e Select just any advertising me- 


| Iium—they’re all good. 


There are plenty of them to 
choose from—newspapers, radio, 
tv, magazines, outdoor, direct 
mail and a lot more. If you tried, 
you’d probably pick the wrong 
one anyway. So pick the one that 
has the nicest salesman—the one 
with the biggest expense account. 


2 Promise ’em anything. 

Lure your prospective custom- 
ers on with the wildest claims 
you can dream up. Tell them your 
droduct will do the job 100 times 
Jaster and 10 times cheaper and 
will last forever. Tell them you’re 
osing money on every sale. For- 
get about trying to sell them 
again. Get their dollar this time. 
That’s all that counts. 


e Try to sell everybody. 

The whole wide world is your 
oyster. Everybody’s a_ prospect. 
Even though you may operate a 
little neighborhood Richmond gro- 
zery store, somebody in Seattle 
may come in some day to buy 
something. So shoot high and wide 
in your advertising. Maybe you 
should buy a page in Life or 
sponsor the Jackie Gleason show 
for 13 weeks. You could be sure 
that the man in Seattle would 
‘snow about you then. 


e Do it all yourself. 

If you’re not broke by now, this 
is sure to do the trick. As I said 
before, this is your business you’re 
-unning. So you call the shots. 
Write your own copy. Do your 
»wn layouts. Dream up your own 
ideas. Pick the dates you want to 
"un. 

You'll find a lot of people who 
-all themselves advertising ex- 
nerts, but who knows your own 
business better than you? So for- 
tet about the offers of assistance 
from your own trade associations, 
‘he services of the newspapers, 
radio, tv, etc. Let the Department 
of Commerce keep its literature 
on advertising tips in your busi- 
yess. And either ignore what your 
-ompetitors are doing, or copy 
them to a “T”’. 

Worst of all, don’t let an adver- 
tising agency help you. Advertis- 
ing agencies will try to tell you 
there’s more to this business than 
hunches and last minute deci- 
sions, but they’re just trying to 
make it sound complicated. 


e Don’t bother with specific ob- 
jectives. 

By this I mean, instead of just 
trying to sell just one or two 
|items, feature ’em all—everything 
|in the store. And above all, don’t 
|use any brand names in your ad- 
_vertising. Goodness knows what 
that would do to your sales—you 
{might even not go broke! 


| ness 

These, of course, are spokesmen 
for the extremes. Most companies 
find themselves on a_ middle 
ground when it comes to custom- 
er gifts. 

“We send out certain gifts,” said 
one business man, “some because 
we like to, and some because of 
|established custom. We aim to 
|give personal gifts of minimum 
value and gifts that go to the 
home. Flowers are a good exam- 
ple, though sometimes the gifts 
are more durable.” 


Ellington Adds Heritage: 
Names James Kelly VP 

Ellington & Co., New York, has 
been appointed to handle adver- 
tising for Heritage Furniture Inc., 
High Point, N.C., an affiliate of 
Henredon Furniture Industries. 
Young & Rubicam formerly han- 
dled the account. 

Ellington also has named James 
F. Kelly, formerly vp and creative 
director of Cowan & Dengler, a vp. 
Mr. Kelly also has been a copy 


executive at Cecil & Presbrey, and 
for the past 10 years has been a 
book critic for the New York Times 
and The Saturday Review. 


Guild Films Names Two 

Guild Films Co., New York, has 
appointed Irving Feld national 
syndication sales supervisor and 
Jerry Liddiard eastern division 
sales manager. Mr. Feld formerly 
was sales manager of U.M. & M. TV 
Corp. Mr. Liddiard, who joined 
Guild Films early this year, will 
supervise syndicated sales activi- 
ties of Guild offices in Boston, New 
York, Philadelphia and Atlanta. 


TPA Moves in Chicago 

The Chicago offices of Television 
Programs of America, tv film dis- 
tributor-producer, are now located 
at 919 N. Michigan Ave. Coincident 
with the move, TPA announced 
that Bruce Eells, western division 
vp with responsibility for opera- 
tions west of Ohio, will work out 
of Chicago during April, May, Au- 
gust and September of each year. 
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"What am | sup posed to do... 
read all the raenicay ’ 


You know what it’s like, Ed. 
Who has time to read everything? 
So when he acted surprised that I 
wasn’t familiar with Barron’s, I 
just let him have it. “Say,” I said, 
“what am I supposed to do, read 
all the magazines?” 


W hat did he say? 


Oh, he kind of apologized and 
said he figured an advertising 
exec would be especially inter- 
ested in Barron’s depth articles 
on industries and individual com- 
panies. Anyway, he’s sending me 
the next 4 issues to read at home. 


Well, he may have had some- 
thing, Joe. I must say the reason I 
know something about Barron’s is 
that we've been using it for years 
to tell our financial story. 


NEW YORK 
50 Broadway 


© Dow Jones & Company, Inc. 1956 


CHICAGO 
711 W. Monroe St. 


I know you have. My boss men- 
tioned seeing your ads in Bar- 
ron’s and asked me to check into 
it for our possible use. That’s how 
this guy came down to see me. I'll 
say one thing for the magazine. In 
a nice, quiet way it sure seems to 
have a niche it really owns! 


You see that latest survey among 
Security Analysts and Investment 
Brokers? 


I sure did, Ed. I took the sur- 
vey in to the boss and showed him 
how Barron’s ranks first just 
about right down the line... read 
regularly, most time spent with, 
most useful, and stuff like that. It 
isn’t a desperate matter with us, 
but it’s still important. We'd like 
to get better financial recognition 
for the company, the new things 
it has developed, how it has ex- 


We'll gladly send next 4 issues 
your home, free, to acquaint you 
with Barron's 


where advertising, too, is rege 


LOS ANGELES 
2999 W. 6th St. 


BOSTON 
388 Newbury St. 


panded, the first-class job the 
management’s done, and things 
like that. At the same time, this 
financial-relations angle is new to 
us, and we want to get started 
right. 


No question about it, Barron’s is 
probably your answer. At first, I 
was kind of cool to the idea of only 
70,000 circulation (my background 
is consumer, you know) but when I 
dug into it, I learned that in the 
financial community that’s practi- 
cally mass. 


Absolutely! I got the picture 
that Barron’s is like assembling 
the important financial shots in 
one room and talking to “em all 
at one time. 


Well, I have to get back to the 
anvil, See you in Barron’s, Joe! 


BARR 


ATLANTA 
75 Eighth St., N.E. 


Blanchard -Nichols- Osborn 


WHAT ( 
IS BARRON'S? 


BARRON'S is the na | financial 
weekly ... the only to 
hove at its command the vast 

Dow Jones news gathering and 
reporting facilities. BARRON'S 
onolyzes and reports the activities 
of industries and individual 
companies, from the investor's point 
of view. Its editors are noted for 
their ability to interpret significant 
financial trends before the 

profit potential has been 
“squeezed dry”. 


WHO 
READS BARRON’S? 


BARRON'S has a special appeai 

for the important investor—the 
professional or individual investor 
who is financially literate and in a 
position to view the industrial 
economy from a long-range 
perspective. BARRON'S 73,000-plus 
subscribers are the men who have 
money to invest and to manage... 
men others look to for counsel. 

They read BARRON'S to make profit 
and save profit. With such a 
motive, their readership is constant, 
week after week, year after year... 
and thorough, page after page. 


WHO ADVERTISES 
IN BARRON’S? 


Companies in every fleid of 
business advertise in BARRON'S to 
build and sustain a wide awareness 
of their status, accomplishments 

and aims. Following are a few 
representative advertisers in the 
natione! financial weekly: 


American Cyanamid 
American Telephone & Telegraph Co. 
Bendix Aviation Corporation 


BARRON'S 


First Things First 


Defense Must Take Priority Over Subsidies Old and New 
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Cigar Industry's 
Appeal to Women 
Clicks: Raymond 


Cigar Men Also Hear 


Montgomery Urge Use of 
‘Gracious Hostess’ Motif 


ATLANTIC Crry, Dec. 11—Eugene 
Raymond, newly elected president 
of the Cigar Institute of America, 
last week told» the joint conven- 
tion of the CIA and the Cigar 
Manufacturers’ Assn. that “Amer- 
ica has become a cigar-conscious 
nation,” and that the cigar indus- 
try has emerged as an industry 
with a personality. 

“Our industry has achieved its 
first goal and already has hegun 
to implement and put into action 
concrete steps leading to a broad- 
er consumer base and constantly 
mounting sales,” Mr. Raymond 
said. He reported on success of 
the CIA advertising and promo- 
tional programs to the 500 cigar 
manufacturing executives at the 
three-day joint session. 

He described the effect of the 
institute’s revised advertising pro- 
gram for 1956 and noted that in 
its ads CIA had talked to women 
“over the shoulders” of men. Sev- 
en pages in Life stressed the pic- 
ture of a good father and hus- 
band, his family and his cigar, 
Mr. Raymond recalled. 


@ Cigars as gifts for Christmas, 
Fathers’ Day and other seasonal 
occasions was a theme stressed in 
CIA pr and merchandising, as 
well as in its advertising, Mr. 
Raymond said, adding that the fu- 
ture of cigars in the growing 
business of executive gifts is a 
bright one. 

The institute’s effort to create 
a sympathetic and friendly atti- 
tude among women, Mr. Raymond 
said, is a high. priority assign- 
ment in the pr effort. To make 
the serving of cigars a part of the 
hospitality of the home and to 
identify the cigar with gracious 
living was the theme of a lunch- 
eon sponsored by the CIA in May. 
It was attended by 50 of the 
country’s leading women’s maga- 
zine editors and women’s pages 
editors of New York newspapers. 
Eight months later, stories and 
photographs based on this demon- 


Major 1956 
Developments in the 


Graphic Arts 


In the Jan issue of AD- 
VERTISING UIREMENTS, 
you'll find AR’s third annual 
report on developments in the 
graphic arts. This article ties 
in with International Printing 
Week and summarizes all ma- 
jor developments in the print- 
oo 


It's a example of how 
ADVERTISING REQUIRE- 
MENTS 


its readers 
posted ~ month on all 
aspects o vertising produc- 
tion, promotion and merchan- 
dising. 
Clip this ad, attach $3 
check—mai! today cod get ac- 
quainted. Your year’s trial (12 
issues) starts with the big Jan- 
uary issue. Your money back 
anytime you ask for it. 
Advertising Requirements | 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 


keeps 


FRIENDLY—George A. Hormel Co., Austin, Minn., is merchandising 

its carton containing three 1% Ib. cans of Hormel ham by suggest- 

ing that the hams be used for gifts for “milkman, mailman, teach- 

er, neighbor, relative, hostess, paper boy, delivery man, party 

prizes.” Batten, Barton, Durstine & Osborn, Minneapolis, designed 
the carton. f 


The CIA’s annual photo con- 


stration still are appearing in 
test, conducted among the profes- 


print, he reported. 


Advertising Age, December 17, 1956 


sional photographers of the na- 
tion, drew a record 400 entries, 
all published. Each showed a 
prominent figure as its subject 
and portrayed the mannerly en- 
joyment of cigar smoking, Mr. 
Raymond said. 


® Charlotte Montgomery, of Good 
Housekeeping, told the final ses- 
sion of the convention what she 
would do, if she were a cigar man- 
ufacturer, to further the appeal of 
cigars among women. 

“Women like to give pleasure 
to others,” she said. “The most 
positive thing you can point out 
to a wife who may object to cigars 
is the comfort and cheer it can 
bring her man, if he happens to 
be a cigar smoker. 

“If young wives were convinced 
that a cigar-smoking man is a 
happy, relaxed man, they might 
well bring out the cigars with a 
smile and urge their guests to 
smoke,” Mrs. Montgomery contin- 
ued. 

Many ts that formerly 
were bought exclusively in special 


types of stores now are sold more 
and more in supermarkets and 
bought along with the groceries, 
she said, listing beer, ice cream, 
gum, cigarets and soft drinks. 

“The percentages vary in differ- 
ent parts of the country, but these 
are all now supermarket staples,” 
she went on. “Cigars are there, 
too, but several things need to be 
done to make this a big, important 
market for cigars. 


s “For one thing, women need to 
know more about cigars. Women 
don’t like to buy things they have 
no knowledge of or any rule to 
judge by,” she continued. “This is 
usually the case with cigars. 
Women need to know brand 
names, sizes, prices and what var- 
ious designations mean. 

“They need to feel that serving 
cigars is a real part of their re- 
sponsibility as hostesses, so that 
doing so becomes one of the 
duties they love best. 

“When company is invited the 
(hostess’) house is at its shiniest— 
her silver polished, floors waxed, 
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flowers, candy, cigarets provided. 
If she considered cigars part of 
the picture of herself as a charm- 
ing hostess, she would buy them 
with a sense of pleasure,” Mrs. 
Montgomery added. 

She suggested CIA-CMA adver- 
tising planners consider a “cor- 
porate character” to represent the 
cigar industry—a Betty Crocker or 
Anne Pillsbury. The operation of 
a pilot store to enable cigar indus- 
try officials to discover what 
women want to-know about cigars 
and how they buy them also was 
suggested by Mrs. Montgomery. 


Carr Liggett Adds Mohawk 
Carr Liggett Advertising, Cleve- 
land, has been appointed to han- 
dle advertising for Mohawk Rub- 
ber Co., Akron. Plans call for em- 
phasis on direct mail, point of 
purchase displays, dealer litera- 
ture and other dealer aids for 
seasonal promotions in addition to 
trade and business publications. 
The 1957 ad budget is about 
$250,000. Bayless-Kerr Co., Cleve- 
land, is the previous agency. 


BBC, Commercial 
TV Can Coexist in 
Britain, Author Says 


MINNEAPOLIS, Dec. 11—Burton 
Paulu, manager of the University 
of Minnesota radio station, KUOM, 
presents a review and appraisal 
of British broadcasting practices in 
“British Broadcasting: Radio and 
Television in the United Kingdom” 
(University of Minnesota Press, 
$6). 

Mr. Paulu traces the develop- 
ment of the British Broadcasting 
Corp., assesses its performance and 
describes the operations of the 
newly-launched Independent Tel- 
evision Authority, which runs Brit- 
ain’s commercial tv setup. 

In Mr. Paulu’s opinion, the BBC 
and ITA will be able to live to- 
gether. “All things considered,” he 
says, “the final result should be 
for the best: BBC television offer- 
ings should be better under compe- 
tition than they were under mo- 


nopoly; and the United Kingdom 
should have better television serv- 
ice with two systems than with 
just one.” 

Mr. Paulu did the basic research 
for his book as a Fulbright schol- 
ar in London during 1953-54. 


Van Aken Heads New GE 
Communication Products Unit 

Harrison Van Aken Jr. has been 
named general manager of General 
Electric’s newly formed communi- 
cation products department, Syra- 
cuse, N.Y. He formerly headed the 
company’s communication equip- 
ment section, whih is being ab- 
sorbed by the nw department. 
Products handled \. ill include mo- 
bile radio, microw. ve radio relay, 
radio traffic coordination units, 
power line carrier «quipment, ter- 
minal equipment nd other com- 
munication system: 

According to Hi:old A. Strick- 
land Jr., general manager of the 
industrial electronics division, GE 
believes the growth potential for 
the new department is one of the 


1. E. RUSSELL has been named direc- 

tor of marketing of Futorian- 

Stratford Furniture Co. Formerly 

regional sales manager of CBS- 

Columbia, Mr. Russell will head- 

quarter in the American Furniture 
Mart, Chicago. 


greatest in the company. Maxon 
Inc., New York, will continue as 
the division agency. 
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If you want to know something 
about radio and television, ask Sol 
Taishoff. He’s the authority to 
whom topmost leaders of broad- 
casting turn in search of informa- 
tion and advice. His encyclopedic 
knowledge of communications has 
been accorded tributes like these: 


From the University of Mis- 


Executive and Publication Headquarters: 
BeT Building, 1735 DeSales St. N.W. 


Communications 


on BeT’s 25th anniversary: 
“, .. in acknowledgement of his 
vast contribution to the free 
American system of broadcast- 
ing as a publisher, as an editor, 
as a reporter...” 


From Sigma Delta Chi, the 
national journalism fraternity: 
election as president Dec. 1, 


a souri Honor Award for Distin- 1956. 
= “ P . Ps li : 
a op. nd seasdines sp agecceeatne With so knowledgeable an editor 
e! “ . . distinguished and notably ‘ a 
a pe ek eltiahis tee talkin eit and publisher, it’s no wonder 
‘ 4 nt tain through this great  DROADCASTINGeTELECAST- 
| Pi ea eepeag RBS grea‘ _ ING is regarded by its 77,440 read- 
4 periodical the highest ethical ao ae 
ers as the most authoritative, most 
; standards and ideals in the ra- : aes mee 
* di 2 telectahin: Gitlin ceili comprehensive publication in its 
‘ eee ee field. With a staff of 60 (by far the 
spiring leadership, which has y : Se 
hel is each anal py largest covering radio-television), 
° 7 ; re an i Keitinewe a circulation of 19,000, and offices 
; ete ™ Miah iy , in Washington, New York, Chi- 
na ps atte werent i cago, Hollywood and Toronto, BeT 
‘4 — publishes more editorial linage 
Z From the plaque presented by than most consumer newsweeklies, 
Z the National Association of Ra- more pages of advertising than all 
2 dio and Television Broadcasters, others in its field combined. 
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the only 


vertical news magazine specializing 


in radio television coverage 


with membership in ABC 
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Stauber Names 


| Donkey. Elephant; 


Wins WWDC Contest 


WasHINGTON, Dec. 11—William 
E. Stauber, time buyer for Harvey- 
Massengale Advertising Agency, 
Durham, N.C., has won a trip to 
President Eisenhower’s inaugura- 
tion for himself and his wife by 
suggesting that the Democratic 
donkey and the Republican ele- 
phant be christened “Patience” and 
“Prudence.” 

His entry was picked from 
among those submitted by 250 time 
buyers who participated in a con- 
test sponsored by WWDC. 

Most of the time buyers proved 
to be non-vitriolic, and practically 
non-partisan, according to Ben 
Strouse, president of the Washing- 
ton radio station. Mr. Stauber, who 
is time buyer for BC headache 
remedy, acknowledged he is a po- 
litical fence sitter, who delighted in 
passing out buttons this fall read- 
ing, “I just like buttons.” 

“My tranquil approach to politics 
may stem from the fact that I both 
use and buy time for BC headache 
remedies,” he explained. 


® Six Emerson Transistor II pock- 
et radios went as consolation prizes 
to James Curren, time buyer, Ted 
Bates & Co. (“Winking” and 
“Blinkin”—both want the nod); 
Joe Awad, time buyer, Dave Her- 
man Associates, Washington 
(“Boondoggle” and “Hornswog- 
gle”); Jean I. Simpson, time buy- 
er, Doyle Dane Bernbach Inc., 
New York (“Hem ’n’ Haw” and 
“Sniff 'n’ Snort”); Philip Archer, 
chief time buyer, Campbell-Mith- 
un, Minneapolis (“Andy” and 
“Abe-L”); Lucian Chimene, time 
buyer, J. Walter Thompson Co., 
New York (“Husky” and 
“Tusky”); and Don Heller, time 
buyer, Al Paul Lefton Co., New 
York (“Jack” and “Pach’’). 

In a Special “censored” classifi- 
cation, a seventh Emerson transis- 
tor radio went to Hope Martinez, 
time buyer for BBDO, New York. 
Her suggestion (“Jackasso” and 
“Fatasso”) was disclosed on op- 
tional basis to the press. 


Calvin Greenbaum to Hoyt 

Calvin F. Greenbaum, formerly 
with Pharmaceutical Adver- 
tising Associates, has joined the 
Charles W. Hoyt Co., New York, 
as a medical copywriter. 


Men 
Traffic World's 
industrial traffic 
managers (96% of U.S. 
total) average $3.2 
million each for 
freight purchases — 
have increasing in- 
portance in materials 
handling, packaging. 
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TV Guide is 
the biggest selling 


magazine in 
supermarkets 


In the bag—one week’s worth of groceries plus the weekly news, 
programming and general reading enjoyment about her 
family’s favorite form of entertainment. 


It is no mere coincidence that she buys TV GUIDE when she does 
her ‘big basket” shopping every week. TV GUIDE fills a basic 
need for over 4,600,000 families. And ever-growing demand 
earns it preferred locations in the stores of 

every supermarket chain. 


Want to get your products in the bag more often? Advertise in 
TV GUIDE to help speed up the process. 


A total of 5,000,000 copies of TV GUIDE are sold every month... 
1,250,000 weekly . . . in over 16,000 supermarkets. 


TV GUIDE has more single copy sales than 
all other major weeklies combined : 
Average Net Single Copy Sales 

Six Months Ending June 30, 1956 - 


3 5 V America’s Television Magazine... I “saturday Evening Post, ite, Tine, Nw Yorer, 
GUIDE Total Weekly Circulation—Over 4,600,000 Se Noreen, U.S Nor & Word Raper, 
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Woolf, Too, Likes ‘Like’ 


Why Change Agencies. C.M. Asks 


E. Scrooge On Stage Again 
Bedell Finds A Good TV Ad 
not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising... 


Like Shakespeare, I Like ‘Like’ 


This morning I have a letter from a 
reader of this column asking why my ar- 
ticles “never deal with the subject of cor- 


rect grammar.” 
I never discuss what my correspondent 
calls “corre, gram- 


mar” for two reasons: 

1. It is a subject I 
know very little about. 
Complete Greek to me, 
for example, is the 
grammarian’s edict 
that “a predicate sub- 
stantive completing a 
finite verb should be in 
the nominative case.” 
Equally meaningless to 
me is the tenet that “the subject of an in- 
finitive and the predicate substantive 
completing an infinitive should be in the 
objective case.” 

2. Mastery of “correct grammar” has 
no important relationship to the art of 
producing effective advertising copy. 


James D. Woolf 


® “The American schoolboy,” wrote the 
late H. L. Mencken, “hauled before a ped- 
agogue to be instructed in the structure 
and organization of the tongue he speaks, 
is actually instructed in the structure and 
organization of a tongue that he never 


On the Merchandising Front... 


hears at all, and seldom reads, and that, 
in more than one of the characters thus 
set before him, does not even exist.” 

Over the years it has been my respon- 
sibility to hire and train a great many 
copywriters. One of my several failures, 
and by far the worst, was a grammarian 
who taught rhetoric and composition in a 
large American university. His grammar 
was faultless, but, in the words of 
Mencken, he wrote in “a tongue that he 
never hears at all.” 

Complete nonsense is all this fuss over 
“Winston tastes good like a _ cigaret 
should.” Like Shakespeare, who was no 
grammarian, I like “like.” And I am sure 
that, like the L & M copywriter, the Great 
Bard would have written “Live Modern” 
in preference to the adverbial “Live 
Modernly.” 

My advice to my correspondent, and to 
all students of copy, is to go along with 
two rules given us by Rudolph Flesch: 
(1) don’t worry too much about avoiding 
slang; (2) don’t worry too much about be- 
ing grammatical. 

. 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for per- 
manent reference. Price: $5.95, Write Ad- 
vertising Publications, 200 E. Illinois St., 
Chicago 11, IU, for “Salesense in Adver- 
tising,” available on five days’ approval. 


A Farewell to the Five-and-Dime 


By E. B. Weiss 

The variety chain moved away from the 
five-and-dime concept during World War 
I—about 40 years ago. But at no period 
during these four decades has it moved 
either so far or so fast away from the 
basic concepts of its 
foundling fathers as 
has been evident in the 
last year or two. What 
is more, the last re- 
maining vestiges of its 
five-and-dime ances- 
try are destined quite 
completely to disap- 
pear within the next 
very few years. 

The rather-recently ©. . Wels 
announced trading up program of New- 
berry’s (plus its expansion plans which 
aim for a $100,000,000 jump in sales, or 
50% over current volume, within three 
years) spotlights the trend. The new and 
higher price lines currently being intro- 
duced into the Newberry chain, plus fur- 
ther trading-up plans contemplated for 
the near-term future, constitute dramatic 
evidence of the final severance of the five- 
and-dime with its fascinating past. 

Actually, the five-and-dime is today— 
and will be much more so tomorrow— 


what is currently being described as a 
“junior department store.” In reality, the 
newer store units of the variety chains, 
and the new merchandising programs of 
the variety chains, make these stores 
“Junior department stores” only when 
compared with perhaps 200 or 300 of our 
major department stores. When compared 
with some 700 to 1,000 other department 
stores, the newer variety chain units are 
in just about every respect full-fledged 
department stores. This would be a cor- 
rect description from many viewpoints: 
number of departments, merchandise as- 
sortments, total square footage, price lin- 
ing, number of employes, etc. 

The five-and-dime is changing in other 
respects, too. Its sacred mass windows are 
now tending to show less merchandise. 
Where it is advertising, its advertising is 
becoming almost institutionally decorous. 


Quite recently, for example, Woolworth’s 


ran large-size newspaper advertising fea- 
turing curtains as high as $3.98—quite an 
upping of featured price lines. Second, a 
well-known brand name—Hathaway— 
was featured. Third—and this was quite 
revolutionary—there were no price com- 
parisons anywhere in the ad. And, finally, 
the ad was uncluttered and while the copy 
wasn’t keyed exactly in a low tone, still it 


didn’t shriek. 

Now one might conclude that this im- 
mense program of change among the vari~- 
ety chains betokens a new type of retail 
outlet. Nothing could be farther from the 
facts! The newer variety chains’ units— 
physically, merchandising-wise, fixture- 
wise, promotionally-wise, etc.—differ only 
from their historic antecedents. 


® They differ only in minor detail from 
the “junior department stores” that are 
being opened as rapidly as finances (and 
suitable locations) permit by the food 
supers, the drug chains, and sundry other 
large retailers. Indeed, these newer units 
of the various types of chains are acquir- 
ing a remarkable resemblance to many of 
the branch units of the department stores 
—that is, a 90,000-foot unit of a variety 
chain will bear a striking all-over resem- 
blance to a 90,000-foot branch of some 
(not all) department stores, especially in 
a growing number of departments. 

So far as manufacturers in innumerable 
categories are concerned, these changes in 
variety-chain policy open up important 
new outlets. This is especially true of 
strong brands in many classifications; the 
variety chains are leaning strongly toward 
pre-sold brands in their newer classifica- 
tions and newer price lines. For the short 
term, therefore, this broad trend by prac- 
tically all of our larger chains toward the 
so-called “junior department store” con- 
cept creates interesting marketing oppor- 
tunities (many marketing problems, too!) 
for many manufacturers. 


= But, for the longer term, it would ap- 
pear wise to ask one’s self: How many 
junior department stores can our shopula- 
tion support—especially bearing in mind 
that so many of these units are “junior” 
only in terminology, not in fact? Are one- 
stop outlets increasing faster than one- 
stop shoppers? (I believe so.) 


Another question is raised, also: One- 
stop shopping by the public depends, to a 
considerable degree, not only on the 
multi-departmental concept, but also on 
creating for a store a sufficiently-strong 
individual -eharacter to provide for the 
shopper a strong “reason why” to do the 
major part of her shopping in a single out- 
let. Moreover, one-stop shopping also de- 
pends on an individual store character so 
appealing as to produce a major part of 
store traffic not by the law of probability, 
but by strong pre-conditioning of the 
shopper. And this can be achieved only 
when a store has created a striking and 
appealing personality. 

However, it is self-evident that the 
variety chain now joins the other chains 
in losing the last few remaining shreds of 
its former unique individuality. Indeed, 
every major chain in every field—the 
variety chains, drug chains, food chains, 
mail-order chains, etc.—each and every 
one got its original start and achieved its 
initial growth on the basis of a unique 


type of retail service; of a unique 
personality. 
8 Today, those differences have just 


about disappeared, especially in the new-. 
est store units in the newer shopping 
areas. And blueprints for store units to be 
opened in the next year or two (including 
the merchandising blueprints) just about 
wipe out any of the few differences still 
remaining. 

This may seem to be an exaggeration. 
Yet Lansing P. Shield, president of the 
Grand Union Stores, recently told, as an 
amusing anecdote, how he steppéd into a 
food super to pick up a few grocery items 
(he apparently does much of the family 
food shopping). He was dismayed to find 
that some of the Grand Union’s merchan- 
dising policies were not being followed in 
this store unit. He called over the store 
manager and began pointing out some of 


Just Looking .. . 


answer to the question, “Why can’t 
Johnny read?” is a simple one. It’s 
because he’s stupid. 

Any kid with ordinary brains and 
a normal curiosity about things will 
learn to read all right. You can’t 
stop him. 

I also have an idea that the answer 
to the question, “What’s wrong with 
tv drama?” is almost as simple. It’s 
because tv writers don’t know how 
to write. 

Or maybe it’s because they’re lazy, 
or too conceited to learn the rules, or 
don’t get enough sleep, or something. 


= Anyhow, it seems to me we might 
let up on the agencies and networks 
for a little while and poke the finger 
at the geniuses who write the stuff. 
When a book writer turns out a 


I have long suspected that the 


By Walter O’Meara 


lousy novel, it isn’t the publisher the 
critics pan; it’s the author. The same 
goes for play writers, song writers, and 
every other variety of scrivener I can 
think of. ; 

But let one of the tv dramasmiths 
lay a big, lovely, lurid egg and who 
is it gets clobbered by the columnists? 
The agencies and the networks, of 
course. 

The idea seems to be that the agen- 
cies and networks are just crazy about 
scripts that are amateurish, sicppy, 
unoriginal, unbelievable, and without 
a beginning, middle or end—bad writ- 
ing jobs, in other words, by writers — 
who don’t know their trade. 

Actually it seems to me, tv isn’t 
suffering from much that couldn’t be 
fixed by a little talent and industry 
in the writing department. Any ques- 
tions? 
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the policy breakdowns—when he sud- 
denly realized that he wasn’t in a Grand 
Union store! 

Maybe this is amusing. I think it is quite 
serious. Bear in mind that the policy pro- 
cedures that stopped Mr. Shield would not 
be readily evident to the shopping public. 
But surely if the president of a huge food 
chain could wander into a food store unit 
under the assumption that it was one of 
his own stores, and spend some time shop- 
ping in that store under that assumption, 
then how much creativity has manage- 
ment developed in this particular in- 
stance? How much of a personality does 
this chain have? 


= Now this food super president would 
hardly be similarly confused if he walked 
into a variety chain unit, or a drug chain 
unit. But what about five years from now 
—assuming the present trend toward the 
“junior department store” concept con- 
tinues? Maybe in 1960 Mr. Shields will 
find himself shopping in a Woolworth unit 
and be quite unaware of the fact for some 


little while! (It could happen in a few 
Woolworth departments right now.) 

As a matter of fact, Grand Union 
opened a large unit recently in New Jer- 
sey that has gone far along the non-food 
path. I believe that something like 50% 
of the floor area is occupied by non-foods 
in this unit. Now in some of those non- 
food departments, a variety chain presi- 
dent and even a drug chain president 
might very well shop under the misappre- 
hension that he was in one of his own 
stores! 

Maybe this is creative retailing. Maybe 
this is dynamic management. Maybe the 
future belongs to those who do not pioneer 
but who imitate. 

And maybe we will be able to support a 
retail structure of Mikes and Ikes. 

I rather doubt it. And this is one reason 
I believe the time is ripe for a return of 
the specialty store concept. The push- 
button units being introduced by the IGA 
may herald the advent of that day, be- 
cause pushbuttons, initially, can be ap- 
plied only to a limited number of items. 


Ode to ARF 


“Adroiter adwriters are wisely behooved 

To use sex, dogs and babies, as research has proved, 
To awaken and capture the reader’s attention.” 

But how to be different, research doesn’t mention. 


“The reader is seldom disposed to devote 

More than seconds to reading an ad (writers: note). 
So be sure that your copy is human and short.” 

How to cover the facts isn’t in the report. 


“Your client will surely attain market leadership 

If you can write ads that break records for readership. 
Check ratings to find out how well you’re succeeding.” 
But how well do readers react to their reading? 


“We're sorry we've spent so much time on this test, 

But we've finally found you were right when you guessed 
That the time to push storm windows came in September.” 
It’s a little late now, but next year we'll remember. 


Don’t misunderstand me—lI’ve no axe to grind 
With much of what sensible research can find. 


But what a frustration—the apex of woes— 
The creative discussion that starts, “Research shows...” 


GREENE FENLEY 


Erwin, Wasey & Co., New York 


Looking at Radio and Television . .. 


‘Humbug!'—But It Needn't Be 


By The Eye and Ear Man 

Many years ago a great writer named 
Dickens correctly labeled the Christmas 
season through the eyes of one of his most 
popular characters named Scrooge: “Bah 
—Humbug.” Lately, while the “Bah” has 
decreased, the “Humbug” has grown to 
Gargantuan proportions. 

In addition to the currently calloused 
commercial aspects of the holiday, where- 
in gifts and their value have taken over 
from the selfless original intent, the busi- 
ness considerations have, each year, in- 
creased in their bumbling, insincere way. 


s Already the steady stream of useless 
and hypocritical remembrances to the 
man who is in a position to give an order 
has begun. Positively guaranteed to arrive 
within the next few days: 

Marilyn Monroe-type calendars; 

Fruit in cases too unwieldy to take 
home; 

A dandy collapsible combination pen 
and pencil with refills; 


An ugly calendar-diary with entry 
spaces that are warped, and inadequate; 

Memo pads with your name misspelled; 

Cheap hootch; 

Personal matches for firebugs; 

A subscription to the Morticians’ 
Monthly; 

An autographed copy of “Santa Claus 
Is Coming Tonight”; 

“Sentimental” cards 90% devoted to 
commercial sell; 

Cards from guys you haven’t spoken to 
in years; 

Eau de Cologne for peculiar people; 

Tie Pressers; 

Ties with commercials woven in; 

Drinking glasses with commercials 
blown in; 

A desk set with pen holders and note 
pad, with commercials on them; 

A pencil holder; 

Pen wipers—etc., etc. 


s Such is the collection of junk. If the 
motive behind the gift were sincere, this 
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ment is impossible. 
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This column, as readers of it (if there are any) must by this time realize, is 
a highly personal one. Its purpose is not so much to be right (if anyone is ever 
right) as to stimulate thinking, to cause questioning—without which improve- 


So let’s be devastating about this Philip Morris ad—not to discredit Philip 
Morris’ new agency; after all, what do we know of the research, if any, that 
went into this? What do ‘we know of possible client wishes—or demands? 

Regardless, we see absolutely nothing in this new Philip Morris ad that has 
not been used, at one time or another, in other cigaret ads. The model is not 
handsome; what model is, these days? He is carefully.posed in an un-posed 
situation—what model isn’t, these days? And the verbal argument, “natural 
tobacco goodness,” has been used by almost every brand advertising, includ- 

and the filter tips. 
cies? Is this a justifiable reason when you 
consider al] that happened as a result—the busted dreams, the lost jobs, the 
dislocations? The paradox that this presents bewilders us. If advertising is 
vitally important to sales, why throw aside an experienced agency for an in- 
experienced one? And, if it’s unimportant, why make the change at all? 

And we say this realizing that the present Philip Morris agency has been 
canned by advertisers for reasons as inexplicable as Philip Morris’ original 


would be an irreverent as well as a cyni- 
cal observation. A challenge is hereby 
issued for anyone anywhere to turn up 
a single business Christmas gift that has 
behind it a genuine warmth and reflection 
of the true Christmas meaning. 

Perhaps the acid test of the motives 
behind business gifts is the fate of the 
fellow who no longer is in power. How 
quickly the former client, retired or fired, 
or the former time buyer, or the former 
program buyer, is crossed off the lists of 
junk sent by his dear, dear friends. “Bah, 
humbug,” indeed. 

Even the viewers of television get sur- 
feited with the sickening plethora of 
syrupy sentiment that gets shoveled over 
the networks for a week before Christ- 
mas. Favorite Christmas carols wear thin 
to the point of pressing a viewer to axe 
his set if he hears one more. Sets-in-use 
drop as though to reflect the mass censor- 
ship of excessive misuse of the Christmas 
spirit. 


® Each year one wonders why gifts, which 
are strictly business, must be given to 
those who substitute a commercial for a 


warm sentiment or a religious thought 
when those gifts might be directed to do- 
ing good for others. 

How much better it would be to try to 
wipe out some dread disease like cancer 
or heart disease by the act of making a 
substantial commitment to that research. 
How much better the receiver would feel 
if he knew some bright kid were going to 
college in his name or some needy family 
would get a few square meals in his name. 
How good to think some church might be 
built or a welfare group rewarded or a 
mission aided. In the high pressure semi- 
psychotic business in which men must 
work, mental health funds need aid, too. 

And it Was nice to hear, the other day, 
of a company devoting its Christmas gift 
fund to Hungarian relief and simply noti- 
fying the usual recipients that gifts had 
been made in their names. 

Christmas is a lovely season. It is the 
warmest and most reverent of all holidays. 
What a shame that it has to be turned 
into the coldest and crassest of excuses 
to bribe some innocent fellow who is only 
trying to do his job to the best of his 
ability. ‘ 
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The Bulletin goes home... delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Do you sell drugs, cosmetics, toiletries? People of Greater Phila- 
-delphia spend $161,000,000 for them each year. And these people 
get the buying urge from reading the advertising columns in Phila- 
delphia’s home newspaper—the Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


Now—R.O.P. spot and full color seven days a week 
Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 


Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta « Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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lay Away Now 
Fer Christmes 
Buy On Sshbura's Budget Terme 
SHBURN S23" == 
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By Clyde Bedell ones who fade: out of the picture fast 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This is a good tv ad. If the market in 
which it ran is not demoralized by the 
gimmick and “dirt-cheap price” boys, it 
should have done well. 

It is not easy to get direct response on 
appliances in a price-screaming area, 
with only good copy and an informative 
service-rendering approach. If certain 
types of advertising have convinced a 
high percentage of the local people that 
no one should pay anything but “whole- 
sale” for appliances—the great weight of 
sentiment in that direction cannot be 
easily overcome by copy, no matter how 
good. 


@ Nevertheless, the store that uses a 
sound approach and keeps at it, is prob- 
ably building a business that can last. The 
gimmick artists in most areas are the 


Employe Communicatio 


when any economic heat is on. 

This ad is forthright, informative, and 
persuasive. But there would be more sell 
in it, if this set could be elevated a little 
above all other portables somehow. If it 
could be distinguished from other sets in 
specific ways. 

Moreover, an ad for a name item should 
try to woo the business to the store that 
pays for the ad, by some valid but strong 
sell on that store—because of service, 
long experience, convenience, guarantees, 
assortment, etc. 

Is this a battery set, or plug in? Or 
both? 

Since portables are available for less 
money than this, it is well to say some- 
thing to this effect, if it is true: “You can 
buy cheaper portables, but you can’t get 
more for your money. Cheaper portables 
don’t etc... .” 

All in all, however, this is a much bet- 
ter ad than many current tv ads. 


Competition Talk Grows Threadbare 


By Rebert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

To the firing-line craftsmen of em- 
ploye communication, the word “competi- 
tion” has a nightmarish quality. Under 
the pounding pressure of management, 
the communications man must dedicate 
most of his working day to talking com- 
petition to employes. He must extol the 
customer (“the customer is boss”); ap- 
peal for quality (“quality is king”) and 
forever remind his readers of the ominous 
threats of competition. 

The average plant employe knows next 
to nothing about his employer’s compet- 
tion, and he cares infinitely less. He con- 
siders such matters exclusively the con- 
cern of management; he tells himself 
further that he can’t do anything about 


competition, anyway. This to him is a 
matter of sales price, and he doesn’t have 
anything to do with that, either. 

The typical employe in a typical fac- 
tory identifies himself with part of a 
product—his part—and rarely with the 
whole. When he is asked to give consid- 
eration to the problems posed by compe- 
tition, he shrugs his shoulders. 


= Some years ago an enterprising com- 
munications man decided to spell out 
competition as dramatically as he could. 
Max Bass, employe communications man- 
ager at Caterpillar Tractor Co. in Peoria, 
Ill., devoted much of an issue of his mag- 
azine, “News and Views” to competitors. 
He pictured competitors’ products. He 
put price tags on them. He published ex- 
tracts from competitors’ sales literature. 
The impact on employe consciousness was 


tremendous, and some years later Bass 
repeated the dosage. 

Other concerns around the country 
have dramatized competition in similar 
ways, and in a few cases, the competitors’ 
actual products have been set up in the 
shop for all to see. When a stove manu- 
facturer displayed competitive products 
at a plant entrance last year, he created 
almost a mob scene—the employes went 
over the competitors’ products with the 
delicacy of plant inspectors, and the qual- 
ity curve started upward again. 


s All the editorials on competition ever 
written haven’t the personal impact of a 
piece of competitor’s merchandise which 
the employe can examine, touch and an- 
alyze. In this age of visualization, com- 
munications people have every opportun- 
ity to come forth with the dramatic, but 


Advertising Age, December 17, 1956 


few do it. 

Only in the past few weeks there has 
developed a new complexion in plant 
contests designed to stimulate employe 
awareness of competition and quality. For 
example, one company is about to launch 
a scrap and waste reduction drive, where- 
by each department seeks to lower its 
scrap total, which is based on an annual 
average over a period of ten years. This 
company has pumped its people full of 
talk about competition, about the need 
for quality, about the importance of the 
customer, but the results have been dis- 


couraging. 


# If you've got economic themes to sell, 
dramatize them. In doing so, the com- 
munications man brings more than words 
to people—he brings the touch and feel 
of the problem itself. 


OMA 


One of the pet gripes among the artists 
and art directors I have known is the 
hauteur expressed occasionally by 
some copywriters. If you are in a 
position of having to approve layouts 
you may find this a helpful lesson. 
(If you are not, you can at least file 
these illustrations for use later in an 
appropriate spot.) 


Art Personnel: “Here is the layout, 
what do you think?” 


Copywriter: “I think this is a lousy 
approach, Bub.” 


Some copywriters will comment in 
this vein automatically, without 
study. You should always wait a full 
minute before giving an opinion. Ob- 
viously, this will lend the authority 
of considered judgment. Even so, 
it would be better to say: “I think 
this is a lousy approach, Bub, sir.” 


Another particularly withering, if 
hackneyed, remark is “Who did this, 
your apprentice?” Although piercing, 
this tack is so moth-eaten that most 
artists have developed a variety of 
unpredictable defenses, and you may 
find yourself on the spot. Tone it 
down considerably by something like 
this: 


“Your taste is usually so good, did 
someone else have a hand in this?” 
See how it’s loaded? You can go either 
way, depending on the answer you 
get. Of course, though, the art de- 
partment is around to help, not to 
be manipulated and controlled (as 
you and other wise copywriters have 
long since learned). You probably 
never made such hapless observa- 
tions, so you may see the wisdom in 
becoming a charter member of the 
Society for Encouraging Simple Po- 
liteness in Copy Art Relations, SESP- 
CAR. Here is your membership card. 
Merry Christmas. 


How to get along with the art department 


Some little things to remember 
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Today’s American homemaker has a restless curiosity that keeps her 
informed on hundreds of subjects—from detergents... to the 

deterrent effect of nuclear weapons. Of women’s service magazines today, 
only Woman’s Home COMPANION keys its pages to engage the 
ever-widening interests of enlightened homemakers. That’s why — 

only in COMPANION —does your advertising get such close attention 
...and such immediately profitable results. 


CROWELL-COLLIER PUBLISHING CO, 
640 FIFTH AVE. MEW YORK 19. WY. 
PUBLISHERS OF WOMAN'S HOME COMPANION. COLLIERS " 
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Along the Media Path 


The November issue of Indus- 
trial Photography was devoted en- 
tirely to one company, the Ford 
Motor Co. Ford recentiy spent $1,- 
000,000 for expansion and mod- 
ernization of its photographic fa- 
cilities. 


@ The Racine Journal-Times and 
Sunday Bulletin climaxed the 
celebration of its 100th anniver- 
sary this year with seven special 
centennial issues, spaced a week 
apart. The first five issues cov- 
ered 20-year periods in the history 
of the newspaper. The sixth took 
a look at present-day Racine and 
the last one glimpsed into the fu- 
ture of the community in the next 
20 years. Bound copies of the spe- 
cial editions were sold for $5 each. 
Free bound copies went to each 
advertiser using a quarter of a 
page of space or more. 


e To aid restaurant operators do 
a more effective merchandising 
job, Food Service has added a 
new editorial service and reader 
service on newspaper advertising 
for restaurants. 


e The Washington Post and 
Times Herald published its fourth 
foreign section in two years Sun- 
day, Dec. 2, in a 48-page tabloid 
entitled “Italy Speaks.” 


e “It’s Thanksgiving down on the 
farm for our 1,489,697 prosperous 
farm families, and we send you 
our warmest greetings,” Capper’s 
Farmer says, in a note to media 
buyers. Included with the greet- 
ing were two golden ears of pop- 
corn. 


e The Los Angeles Times’ 75th 
anniversary was celebrated at a 
special birthday party lunch Dec. 
4 hosted by the Advertising Club 
of Los Angeles. Nearly 1,100 
Southern California business, ad- 
vertising and civic leaders at- 
tended the affair and heard Sen. 
William F. Knowland as principal 
speaker. 


e KMA,’ Shenandoah, Ia., has 
solved a headache it shares with 
many other radio stations—the 
play-by-play broadcasts of high 
school basketball games. Outside 
a given area within the station’s 
signal, interest in the game is at 
a minimum. It was found, how- 
ever, that listeners were inter- 
ested in hearing the scores of the 
games periodically. This led to the 
“fast break” concept, whereby 
some 30 schools in the area called 
in the basketball scores at each 
quarter to the station. From 7:30 
to 11 om Tuesday and Friday 
nights, scores are relayed to lis- 
teners, as they come in, between 
music and news programming. 


e KARD-TV, Wichita, became an 
NBC-TV affiliate on Nov. 30. 


e “Collier’s Sports,” a new regu- 
lar feature in the magazine, will 
begin in the Dec. 21 issue. Ap- 
pearing in alternate issues, the 
feature will be written by Col- 
lier’s sports experts, Tom Meany, 
Bill Fay and other members of 
the magazine’s staff. 
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e House & Garden is announcing 
its second annual garden equip- 
ment dealer promotion through an 
eight-page brochure, mailed to 
manufacturers of garden and 
lawn supplies or equipment and 
their advertising agencies. Sup- 
pliers who schedule ads in any 
January through May issue of 
House & Garden are eligible to 
take part in the promotion. Re- 
prints of their ads, along with 
editorial reprints, streamers, cus- 
tomer give-aways and other sales 
aids, will be included in the spe- 
cial merchandising kit to be dis- 
tributed early next spring to 2,000 
dealers in lawn and garden sup- 
plies or equipment. 


e Department of New Laurels: 

The December issue of Sunset 
Magazine, with 224 pages, is the 
largest edition ever published in 
the magazine’s 58 years. 

The Atlantic had an advertis- 
ing income of $429,000 for the 
year 1956, an alltime high for the 
magazine and an increase of 30% 
over 1955. 

Vogue carried a total of 1,798 
advertising pages during 1956. 
This represents a 90-page increase 
over 1955. 

Advertising pages in Materials 
& Methods in 1956 increased 9% 
over 1955. The magazine’s adver- 
tising page volume is now more 
than 1,000 pages greater annually 
than in 1950. 

Average weekday circulation of 
the New York Times climbed to a 
new alltime high of 663,990 dur- 
ing November. This was 100,901, 
or 18%, more than the November, 
1955, five-day average. 

The Houston Chronicle has 
published the largest regular edi- 
tion in its history, 328 pages. The 
edition, not a special or annual 
edition, was published Sunday, 
Dec. 2. 

The Omaha World-Herald set a 
new record of retail advertising 
sales during the month of Nov- 
ember, 1956. For the first time in 
its history, the metropolitan 
newspaper topped 100,000 inches 
of display advertising. The news- 
paper reached the 100,000 figure 
in retail advertising only twice 
before, during the 1954 and 1955 
Christmas seasons. 

A new monthly record in cir- 
culation was reached by the Chi- 
cago Daily News in November: 
622,019. This is the highest circu- 
lation of any month in the News’ 
80-year history. 

Electronic Design has gained 
789 pages in 1956. 

Parents’ Magazine’s January, 
1957, ad revenue is 11.4% over 
1956; 20.2% over 1955. This repre- 
sents an alltime high for a Janu- 
ary issue. 

Two alltime McCall’s circula- 
tion records were established in 
the first nine months of 1956. It 
attained the highest nine-month 
circulation in its history with an 
average-per-issue circulation of 
4,786,000, an increase of better 
than 235,000 over the same period 


in 1955. McCall’s third quarter 
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WORLD’S LARGEST OUTDOOR AD?—“If there is a larger 
billboard in the world, we would like to hear about 
it,” says Harry M. Jobson, vp of Harris & White- 


Advertising Age, December 17, 1956 
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HELPFUL SELL—The ’57 Health-tex campaign combines piece.” Starting in February, the ads will run in 
selling features of Health-tex children’s clothes with Ladies’ Home Journal, My Baby, the New York 
helpful hints on “How to bring up a child in one Times Magazine and The New Yorker. 


1956, set an even higher average- 
per-issue circulation of 4,822,000, 
highest quarter in the magazine’s 
history. 

The International Editions of 
Reader’s Digest have set new all- 
time highs in volume of interna- 
tional advertising in 1956. During 
the year, the 27 international edi- 
tions carried a combined total of 
19,494 advertising pages, 1,670 
pages above the total for 1955, 
the previous record year. This 
represented more than $16,250,000 
in gross advertising billings, a 
gain of 16% over 1955. 


Catholic Weekly 
Lauds Bedell, Woolf 
on Movie Ad Blasts 


New York, Dec. 11—AbDvVERTISING 
Ace “delivered a stunning one-two 
punch against suggestive and mis- 
leading movie ads” in its Nov. 12 
issue, according to the Dec. 8 
America, national Catholic weekly 
review. 

The magazine said the first blow 
was struck by AA columnist James 
D. Woolf, who “quoted at length 
and approvingly” from “Baker’s 
Dozen,” which is put out by Lynn 
Baker Inc. The Baker newsletter 
charged movie ads with misrepre- 
sentation and salaciousness. 

“In the same issue,” continues 
the Catholic weekly, ““ApvERTISING 
AGE carries a humorous account by 
Clyde Bedell of how the ad for 
‘The King and I’ was concocted 
so as to hint at suggestive situa- 
tions that never appeared in the 
film.” 

America then calls on those who 
“mistrust” the Legion of Decency 
and the National Office for Decent 
Literature to “say just once, for 
all the world to hear, that they 
agree at least on those goals”—de- 
cent movies and books. 


brook, the agency for the Miami News. The outdoor 
poster is 510’ long, 18’ high. It was constructed by 
The Atlantic Sign & Advertising Co., Miami. 


Health-tex Ads 
Feature Advice 
on Rearing Kids 


New York, Dec. 12—The Health- 
tex kids, who this year entertained 
the moppet crowd with coloring 
books, next year will tutor mothers 
on the theme: “How to bring up a 
child in one piece.” 

In February, Standard Romper 
Co., manufacturer of Health-tex 
clothing fur children, will com- 
mence a series of six ads advising 
mothers on how to cope with all 
manner of child-rearing problems 
—how to bathe a nine-month-old, 
how to give a party for a four- 
year-old, how to get a three-year- 
old to sleep. Mixed in with all the 
helpful hints (based, strictly on 
Gesell and Spock) are selling fea- 
tures of Health-tex clothes, such 
as snap-fastened shoulders, adjust- 
able suspenders, washability and 
easy-going fit. 

For example, the first ad in the 
series tackles the problem of bath- 
ing Jimmy. The copy starts out: 
“He’s nine months and one big 
smudge. His Health-tex clothes 
wash fast, but he doesn’t. Slip off 
his snap-fastened-shoulder shirt. 
Test the water (with your elbow, 
not the baby). Lower him away 
gently.” 


= After a quick run-through on 
the order of the bath, the copy 
concludes, “Jimmy is lots more 
bother to wash than Health-tex, 
but cute in his way. No matter his 
age, or grime content—if he’s 
growing, good thing he wears 
Health-tex.” 

The campaign will again be 
drawn by Suzy Perl, but each ad 
will picture just one Health-tex 
kid, instead of the playful passel 
featured in past campaigns. 

The campaign starts Feb. 17 and 
will run three columns in the New 
York Times Magazine, two columns 
in My Baby and The New Yorker, 
and a junior half-page in Ladies’ 


| |Home Journal. All ads will be in 


two colors (blue and black), and 
the theme of each will be “Good 
thing they wear Health-tex.” 

For the trade campaign, which 


™ lis still being planned, the theme 


will be twisted to “Good thing they 
make Health-tex.” For dealers, the 
motif becomes “Good thing you sell 
Health-tex.” All 5,000 Health-tex 
stores will receive a fan-fold mail- 


er picturing each ad, plus a full run 
of mat service ads. 

A color counter card is going out 
to top accounts. 

Hockaday Associates is the agen- 
cy. 


Screen Gems Buys 
Hygo TV Films, Adds 
to Movie Library 


New York, Dec. 11—Screen 
Gems, which already is handling 
the features released for tv by its 
parent company, Columbia Pic- 
tures, has acquired an additional 
supply of old movies-for-television 
through the purchase of Hygo Tel- 
evision Films and its affiliated 
company, Unity Television Films. 

Through the acquisition of these 
two syndication organizations, 
Screen Gems, which produces and 
distributes tv films, gets video 
rights to 450 feature pictures, 130 
westerns, 156 cartoons and 406 
serial episodes. This transaction 
makes Screen Gems the “largest 
distributor of television program- 
ming,” according to Ralph Cohn, 
vp and general manager of the 
company. 


® Mr. Cohn said his company now 
has a tv list of 10 network shows, 
11 syndicated programs with more 
than 433 half-hours of entertain- 
ment, 216 cartoons, 200 comedies, 
736 feature films and 706 serial 
episodes. 

All Hygo and Unity personnel 
will be transferred to the Screen 
Gems staff. Jerome Hyams, Hygo’s 
president, has been named director 
of syndicated sales for Screen 
Gems, and Robert Seidelman, Hygo 
sales vp, also will become a sales 
executive of Screen Gems. 


WHBQ Advances Grumbies 
William H. Grumbles has been 
appointed general manager of 
WHBQ and WHBQ-TV, owned 
and operated radio and television 
stations in Memphis, Tenn., of 
RKO Teleradio Pictures. He suc- 
ceeds John Cleghorn, who recent- 
ly formed his own agency in Mem- 
phis, General Advertising Co. Mr. 
Grumbles was formerly operations 
manager of both stations. 


Chemical Co. to Dobin 

The American Agricultural 
Chemical Co., New York, has ap- 
pointed Dobin Advertising, New 
York, to handle its account. Dona- 
hue & Coe previously handled the 
account. 
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Gardner Names Gunter, Weiss 
Gardner Advertising Co., St. 
Louis, has appointed John B. Gun- 
ter an account executive on An- 
heuser-Busch’s Busch Bavarian 
beer. He formerly was advertising 
and sales promotion manager for 
a five-plant chain of Coca-Cola 
bottlers in the Midwest. Gardner 
also has named Don Weiss an agri- 
cultural copywriter in the farm 
copy group. Mr. Weiss previously 
was managing editor of the St. 
Louis Daily Livestock Report. 


Purex Names Leslie Bruce 
Purex Corp. Ltd., South Gage, 
Cal., has appointed Leslie C. 
Bruce Jr. brand advertising man- 
ager to direct advertising for all 
Manhattan brands. This includes 
Sweetheart toilet soap, Blue- 
White bluing and Protex deodor- 
ant soap. Weiss & Geller, Chicago, 
is the agency, effective Jan. 1. 
The account has been handled by 
Scheideler & Beck (AA, Oct. 8). 


ANIMAL 
BALLOONS 


No. 515 Assortment 
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PEP-UP/ 

YOUR NEXT PROMOTION 
Let us imprint these 
exciting balloons with 
your slogan, nome or both 
Write or phone today for details 

and prices! —_~— 


“Nobody should get the idea that this agency is Milton Goodman.” 


‘An Incurable Copywriter’... 


‘Getting the Work 


Done’ Is Hardest 


Part of Ad Business, Says Goodman 


Gumbinner Head’s Been 
Madison Ave. Man Since 
Grade School (P.S. No. 6) 


New York, Dec. 12—Somebody 
said, “He’s the guy who came up 
with ‘finger of fire’ for Unguen- 
tine and the ‘upset’ letters for 
Pepto-Bismol and ‘coffee-er cof- 
fee’ for Savarin and ‘so thick it 
plops when you pour it’ for Sacra- 
mento tomato juice.” 

But Milton Goodman, balding, 
bespectacled, sixty-ish president 
of Lawrence C. Gumbinner Ad- 
vertising, waved a deprecating 
hand and said, “I didn’t write 
‘coffee-er coffee.’ I just bought 
it. And I didn’t write ‘plops.’ One 
of our girls did.” 

“Nobody,” he continued, “should 
get the idea that this agency is 
Milton Goodman. It’s also Law- 
rence C. Gumbinner and Morton 
Freund and a lot of other first- 
rate people. The growth of this 
agency was accomplished by Lar- 
ry Gumbinner, not Milton Good- 
man.” 

Mr. Goodman’s friends regard 


him as good-natured and soft- 
spoken, but incisive and precise 
with words. His conversation, 
they add, is sprinkled with humor. 
Asked what bothers him most 
about the agency business these 
days, Mr. Goodman replied tartly, 
“Getting the work done.” 


s Something else that annoys him 
is the growth of criticism aimed 
at Madison Ave. The barbs were 
particularly evident during the re- 
cent Presidential campaign. “It’s 
a kind of cleverness that’s become 
fashionable,” said Goodman. “It 
used to be a special point of view 
unconnected with reality; now it 
has political overtones.” 

“Why,” he snorted, “Ben Duffy 
is no more Madison Ave. than an 
old shoe.” 

Mr. Goodman went on to point 
out, with sly satisfaction, that he 
went Madison Ave. long ago: “I 
went to P.S. No. 6 on Madison 
Ave.” 

One of the few copywriters to 
reach the president’s chair, Mr. 
Goodman “always wanted to 
write, from the earliest age.” No, 


“We dash off our copy—seven or eight times.” 


GRAPHIC VISUAL CONTROL 


He BOARDMASTER Visual Control 
Saves You Time, Money. 


%& Gives Graphic Picture of Your 
Operations. Stops mixvups. 


% Simple to Spores Write on 
Cords, Snaps in Grooves. 


% ideal for Sales, Production, 
Inventory, Scheduling, Etc. 


% Made of Metal. Compact and 
attractive. Over 100,000 in Use. 
Full price $49 * with cards 
Mastrated 

FREE SocktnT Re V-t00 
Without Obligation 

Write or Gall Wisconsin 1-8444 


he never got a prize for a gram- 
mar school composition. The only 
encouragement he got along the 
creative path was “just the or- 
dinary approbation of my teach- 
ers.” 


= According to John Orr Young, 
Mr. Goodman “today would rather 
spend his time making good ads 
than soliciting new accounts or 
doing anything else in the agen- 
cy.” He delights in such creations 
as “How many swallows make a 
summer? Don’t give it a thought; 
just make sure the swallows are 


“We never talk about billings.” 


delicious” and “Who put the vod- 
ka in Mrs. Murphy’s orange 
juice?” (both for Smirnoff) and 
“A dry martini is not made of gin 
alone” (for Noilly-Prat). 

Mr. Goodman joined the Gum- 
binner agency in 1925, after a 
stint with Federal Advertising. 
He came in as a partner. After a 
little dueling, he said Gumbinner 
billed about $1,000,000 then. 


Phetes by Schonbrunn-Ives. 


“No, no; we never talk about 
billings. Well, I'll say this much, 
we started the same year as 
Young & Rubicam and they have 
more billing today,” he said. 

Soon after going to Gumbinner, 
Mr. Goodman sold George Wash- 
ington Hill, of American Tobacco, 
on the idea of featuring women’s 
endorsements in tobacco advertis- 
ing. He still has a copy of the 
first ad. He got it out of a closet. 
It was in a frame. It showed 
actress Ina Claire backed by a 
silhouette of a pipe smoking man. 
The caption said, “I like to see a 
man smoke a pipe.” 

Ever since that campaign for 
Tuxedo tobacco, Gumbinner has 
had one or more American prod- 
ucts in the shop. To Roi-Tan ci- 
gars and Half & Half pipe tobacco 
was recently added filter-tip 
Tareyton cigarets. Mr. Goodman 
broke open a fresh pack, offered 
them around. Asked what cigarets 
he smoked before Tareytons, 
Goodman grinned and shot back, 
“Tareytons.” 

A framed photograph on the 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$65,740,000 
effective buying income. 
The Sun-Journal, New Bern’s rd 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


When You're Placing 
Grocery Advertising 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


A 
BRUSH-MOORE 
NEWSPAPER 


represented nationally 
by Story, Brooks & Finley 
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wall of his office at 655 Madison 
Ave. shows what seems to be a 
Tom Collins in a frosted glass. 
The picture is where it is for 
two reasons. “First, it’s very good. 
Second, it’s a drink.” Ever since 
Repeal, his agency has had one or 
more liquor clients in the house. 

Mr. Goodman said he spends his 
time at home “reading four liquor 
publications, two medical maga- 
zines, all the advertising publica- 
tions and Coffee & Tea Indus- 
tries and Tea & Coffee Trade 
Journal. 

The man who has held three 
advertising jobs in something 
over 40 years (first with Chilton, 
where he prepared the weekly ad- 
vertisers’ index for Iron Age, later 
assisting on Hardware Age’s ad 
makeup, before going to Federal) 
thinks advertising “can be an en- 
nobling profession. 


s “It depends on your personal 
morals. You can drag it down or 
build it up. Most people in adver- 
tising are trying to do a good job.” 

“An incurable copywriter,” Mr. 
Goodman thinks his agency’s suc- 
cess is based on hard work and 
“a modicum of sense.” 

“Much advertising is read by 
no one but the client and the 
proof reader. That’s why we dash 
off our copy—seven or eight 
times. We write, but we don’t rush 
into print with it. We put the copy 
aside and take it out later. And 
when it’s finally in type, we 
change it again. That’s how we 
make an ad.” 


Allstate Provides Public 
Service Satety Articles 

Allstate Insurance Co., Skokie, 
Il, is providing a series of 12 
illustrated driving safety articles. 
The series is being distributed by 
public relations managers of All- 
state’s regional offices throughout 
the U. S. and Canada. The articles 
are designed for daily newspapers 
in smaller cities and for weekly 
newspapers. Each article is illus- 
trated with a photo of an actual 
auto crash scene and headed, “He 
Thought He Was Right.” The se- 
ries is in mat form. 


Daily Folds After Two Months 

The Citizens Tribune, Spring- 
field, Ill., which entered the daily 
newspaper field Sept. 23, ceased 
publication with the Dec. 1 issue. 
The daily succeeded a weekly 
newspaper launched 20 years ago. 
J. R. Fitzpatrick, publisher, said 
lack of advertising revenue forced 
the newspaper to go out of busi- 
ness. 


Babbitt Appoints William Fox 

William A. Fox has been ap- 
pointed national field sales mana- 
ger by B. T. Babbitt Inc., New 
York. Formerly assistant vp of 
the Pablum Products division, 
Mead Johnson & Co., Mr. Fox suc- 
ceeds John Woolley, recently ap- 
pointed assistant vp in charge of 
marketing. 


PEORIA 


2nd Only to Chicago in Iilinois 
Saturation Coverage With 
JOURNAL STAR 
1956 “Facts Brochure” 
On Request 
TESTING? 


WARD-GRIFFITH CO. 


The Ward Griffith Co maintains offices 


WRR, KXOL Offer Contracts, 
Facilities in Combination 

WRR, Dallas, and KXOL, Ft. 
Worth, are now offering their fa- 
cilities in combination to national 
advertisers—in order “to give 
buyers of spot radio time in the 
Dallas-Ft. Worth market ‘single 
contract’ convenience.” 

Avery-Knodel, which already 
represents KXOL, has been ap- 
pointed to represent the combina- 


tion of stations as well as WRR 
individually. 


Calkins & Holden Boosts Bogart 

Calkins & Holden has appointed 
George B. Bogart manager of its 
Chicago office. Mr. Bogart has been 
account supervisor on the Chicago 
State Street Council and Marshall 
Field & Co. accounts and also heads 
the agency’s Chicago radio and tv 
operations. 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 
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more: 


plus . .. the finest roto printing at the 
lowest cost per thousand in Canada! 
The $4.40 per 1,000 circulation of The 
Star Weekly Magazine Section (4-colour 


page) is considerably lower than that 
of any publication in Canada . . . 


‘weekly or monthly. 


CANADA'S ONE AND ONLY FAMILY WEEKLY. 


The STAR WEEKLY— magazines in 1! 
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Clark, Account Exec 
at Campbell-Ewald, 
Wins ‘IM’ Contest 


Cuicaco, Dec. 12—John B. Clark, 
account executive of Campbell- 
Ewald, Detroit, won first prize in 
the Industrial Marketing contest— 
a three-week vacation trip to Ha- 
waii for two. Mr. Clark’s entry, a 
five-page letter on “How I Use 
The Market Data Book,” received 
the unanimous votes of five judges 
on the first ballot. 

Winners of 20 additional prizes in 
the contest, in which letterheads 
and individual names were masked 
out, were about equally divided 
between executives in industrial 
companies and advertising agencies 
handling industrial accounts. 
Awarded Brownie movie cameras 
for runner-up letters were: 


s Leonard B. Rhodes, manager of 
advertising and sales promotion, 
Lyon Metai Products Inc.; 

Burton E. Hotvedt, vp, industrial 
division, Kliau-Van Pietersom- 
Dunlap; 

E. T. Jones, Administrator of 
General Promotion, Radio Corp. of 
America; 

Donald R. Herzog, manager of 
marketing research, ARO Equip- 
ments Corp.; 

Frank C. Kluck, advertising and 
sales promotion manager, A. O. 


Richard J. Brown, sales promo- 
tion manager, U.S. Plywood Corp.; 

Ray Burke, advertising manag- 
er, industrial division, Alemite di- 
vision, Stewart Warner Corp.; 

J. Stuart Doyle, account execu- 
tive, Foote, Cone & Belding; 

William H. Green, vp, Kenyon 
& Eckhardt; 

C. A. Harrison, director, market 
research and development, Bendix 
Aviation Corp.; 

George Anthony, media director, 
Stromberger, LaVene, McKenzie; 

Hans W. Bluethe, advertising 
manager, industrial division, Sur- 
face Combustion Corp.; 

Irene M. Carlson, advertising de- 
partment, Standard Conveyor Co.; 

Douglas C. Miner, advertising 
manager, E. F. Houghton & Co.; 

William F. Haddon, advertising 
and sales promotion manager, 
Western Machinery Co.; 

L. W. Stitt, assistant manager, 
plumbing and heating sales, Rheem 
Mfg. Co.; 

Samuel Freedman, general man- 
ager, Chemalloy Electronics Corp.; 

R. G. Christophersen, advertising 
department, Fansteel Metallurgical 
Corp.; 

E. R. Vogeney, assistant adver- 
tising manager, Hanna Engineering 
Works. 


® Entries in the contest came from 
26 states and as far away as Bel- 
gium and Switzerland. They de- 
scribed in varying detail, some 
complete with brochures, photo- 


juDGES—Judging the Industrial Marketing contest on 
“How I Use the Market Data Book” were Charles 
E. Price, president, Keeney Publishing Co.; Ewing 
W. Graham, vp and general manager, Putman Pub- 
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Latest Report: Published Ow Citrvid Compound: 


FROM ALL OVER AMERICA FRESH EVIDENCE POURS IN! 


New Discovery Reported Best 
Answer for Cold Sufferers! 
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COMPOUND 
~ At af dreg teres 


CITROID Compound 
has corned (he 


CHANGE OF PACE—Grove Laboratories Inc. took this new approach in 
advertising for Citroid compound last week when it revised its copy 
to emphasize the “success story” features of the cold pills, dropped 
its “anti-virus action” claims and substituted a nurse for the doctor 
formerly used in the illustrations. 
able publicity given to citrus bioflavonoid remedies, the ad contains 
a box which says, in part: “Not all kinds of citrus bioflavonoids 
have been proved effective in treatment of colds’ suffering. The re- 
sults you have read ubout here are based on a particular kind of 
natural citrus bioflavonoids found only in Citroid compound.” Run- 
ning in more than 100 newspapers, the advertising is placed by 
Dowd, Redfield & Johnstone, New York, the Citroid agency. 


Cognizant of the recent unfavor- 


stats and booklets, how the 600- 
page “Market Data and Directory 
Number” is being used to study 
markets, to evaluate and select 
media, to locate sources for sup- 
plementary market information. 
Prominent among uses revealed by 
the contest entries was the Market 
Data Book’s role as a source for 
quick information to be presented 
in marketing conferences. 


Hixson & Jorgenson Named 
to Handle Recruitment Ads 

The Convair division of General 
Dynamics Corp., San Diego, has 
named Hixson & Jorgensen, Los 
Angeles, to coordinate, create and 
service advertising in connection 
with its employment recruitment 
program for its California facili- 
ties, effective Jan. 15, 1957. The 
ad budget will embrace national 
magazines, newspapers and radio. 


This program is separate from 


institutional and product adver- 
tising, for which Buchanan & Co., 
Los Angeles, is the agency. Glenn 
Advertising, Fort Worth, will con- 
tinue servicing the Convair divi- 
sion in that city. 

Hixson & Jorgensen will estab- 
lish a service office in San Diego, 
with basic planning, media stud- 
ies and research originating in 
Los Angeles. Convair has added 
Stephen Skilnyk to the staff of 
Col. Emmet McCabe, director of 
advertising, to serve as manager 
of recruitment advertising. 


KNTV Names Ben Potts 

KNTV, San Jose, Cal., has ap- 
pointed Ben Potts & Associates, 
Hollywood, special consultant to 
handle public relations and ad- 
vertising. The agency will also 
create merchandising plans for 
the station’s advertisers. 


lishing Co.; Kingsley L. Rice, president and pub- 
lisher, Technical Publishing Ca.; A. E. Paxton, vp, 
McGraw-Hill Publishing Co., and Stuart Patterson, 
co-publisher, Patterson Publishing Co. 


Average Evening Program 
1955 (133) 
1956 (134) 

Average Weekday 

Daytime Program 
1955 (46) 

1956 (49) 
Average Weekend 
Daytime Program 

1955 (18) 

1956 (18) 


Network TV Program Audience Trends 


January—October, 1955 vs. 1956 
(Nielsen Total Audience Basis) 
RATING 


Note: (Figures in parenthesis are the number of programs.) 
PSB—These ratings are made on the basis of each show’s station 
lineup, rather than on a total U.S. basis. 


HOMES 
(000) 


5,827 
6,834 


(PSB) % CHANGE 
20.8% 


21.3 + 17%-° 


2,192 


71.9% 
, 2,649 


8.3 


13.8% 
14.5 


3,323 


4,093 + 23% 


Consumer-4ppeal Ads Attract Members to 
Downtown Church Deserted by Suburbanites 


CINCINNATI, Dec. 12—A down- 
town church here, beset by the 
universal problem of the movement 
of people to the suburbs, has found 
that advertising pays—if it’s the 
right kind of advertising. 

Christ Church (Episcopal) con- 
sidered the question of whether to 
“follow the congregation” out to 
the suburbs a couple of years ago. 
It decided instead to stay where 
it had been for more than a cen- 
tury and serve the downtown area. 
First it built a new church struc- 
ture near the original site; then it 
expanded its community services 
to suit the needs of downtown resi- 
dents. 

Finally, it joined a nationwide 


Episcopal urban study program to | 


study how to reach the new, high- 
turnover and often churchless pop- 
ulation which flows into central 
city areas to replace departing old 
settlers. Christ Church’s program, 
however, was sociology with a dif- 
ference. 


= In charge of the study program 
was an ad agency man (and pa- 
rishioner)—Leonard Sive, head of 
Leonard M. Sive & Associates. A 
year ago Mr. Sive and his com- 
mittee embarked on a “fascinating 
adventure”—to try to reach the 
populace with modern consumer- 
appeal advertising, in place of the 
conventional “religious page” ser- 
mon announcements. 

He began putting 200-line ads 
into Cincinnati papers, generally 
avoiding the Saturday church-list- 
ing pages and making it a point 
to hit readers where they live. “Is 
it proper to join a church to meet 
people?” asked one of the most 
potent ads. 

Its answer: “One of the most 
elementary needs of human beings 
is to ‘belong.’ We were never in- 
tended to live all alone for our- 
selves. If you are interested in 
meeting or belonging to a group 
of people who have learned how to 
overcome loneliness through a 
sharing of something worth while 
... you are invited to attend any 
of our services of worship and to 
join in the many activities and or- 
ganizations of Christ Church.” 


® Other ads smote at the feelings 
of “newcomers who haven't yet 
joined a church.” “Are you all 
alone in the city?” and “Do you 
feel nobody needs you?” they de- 
manded. In ad after ad the em- 
phasis was on the church’s function 
as a friendly “meeting-ground.” A 
key element was a mail-order ap- 
peal to write for a copy of parish 
booklets, or come in for an inter- 
view. 

Meanwhile, an elaborate mail- 
order procedure was set up, includ- 
ing a separate telephone so in- 
quiries could be keyed properly, 
a special staff member to handle 
mail, personal and telephone in- 
quiries, and information classes for 


the new prospects. 

The first ad appeared on Dec. 13, 
1955. By the following May 1, when 
the series ceased for the summer, 
nine ads had been run and 137 
responses had come in. Many of 
these were out-of-town letters 
prompted by national publicity for 
the campaign. 

But an analysis of the 75 or so 
respondents with whom the rector 
(Rev. Morris F. Arnold) and his 
staff had personal contact showed 
that the ads were reaching the new 
constituency. Most were white-col- 
lar and lower-middle-class. A ma- 
jority were women. A substantial 
number suffered from loneliness, 
financial troubles and mental ill- 
ness. And better than a quarter 
were definitely interested in 
church membership. 


= This fall the advertising com- 
mittee is campaigning again, hav- 
ing learned some things in the 
meantime. For one thing, it found 
its own predictions confirmed that 
the impact of the ads would be 
cumulative: Responses this fall 
have been at the rate of more than 
50 per month. 

It also revised its opinion that 
a new series of ads would be neces- 
sary each season. The original ads 
are doing so well that most of this 
season’s series consists of repeat. 

To date, Mr. Sive estimates that 
the campaign has increased Christ 
Church’s regular attendance by 40 
or 50 persons, including about 20 
communicants (confirmed mem- 
bers). With the church staff now 
“a little swamped” in handling the 
new people, the ad committee is 
making haste quite a bit more 
slowly this fall than last spring, he 
told AA. 


New Haven Clock 
Seeks Court Okay 
of Bankruptcy Plea 


New Haven, Dec. 12—The New 
Haven Clock & Watch Co., one 
of the largest American companies 
in the industry, has suspended op- 
erations as result of financial dif- 
ficulties. 

Seymour Ziff, president, said a 
petition would be filed in the U.S. 
district court to reorganize under 
federal bankruptcy laws. 

Executives have attributed a 
large part of prevailing troubles 
to a lessening of demand for auto- 
mobile clocks, the company’s prin- 
cipal product. 

Mr. Ziff said that last year 70% 
of the company’s business was in 
automobile clocks. This outlet was 
cut in half this year. Foreign and 
other competition also has hurt 
New Haven Clock, he said. 

Langeler Advertising Agency, 
Orange, Conn., has been the New 


Haven Clock agency. 
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See Ad Problems 
as a Whole, Larmon 


Urges Researchers 


(Continued from Page 3) 
conclusions contributed by people 
thinking mainly in terms of their 
own specialties.” 

The theme cf the international 
research meeting was the role 
Played by research in over-all 
marketing strategy. Peter Lang- 
hoff, vp and research director of 
Y&R, New York, was in charge of 
the meeting. Louis N. Brockway, 
Y&R vp, and R. M. Schmitz, vp 
of General Foods Corp. (a Y&R 
international account), also ad- 


Y&R Unit Moves to L.A. 

The Young & Rubicam radio 
and tv commercial department for 
Southern California has been 
moved from Hollywood to the 
agency’s Los Angeles office. The 
move was made because local ac- 
tivity has increased, making it 
necessary to move the depart- 
ment closer to clients and contact 
personnel on accounts. The de- 
partment will continue to service 
national accounts. 


Field & Stream’ Boosts Dooner 

James P. Dooner, who joined 
Field & Stream, New York, in 1955, 
has been named assistant eastern 
advertising manager. 


results. Advertise in 


i. manager of our Detro 


uildi sap 
Pulton National Bank Building 
318 Addison Bullding....... 
Russ Bul 


THIS IS JACK KENT—(Another W-G Salesman) 


John F. “Jack” Kent, fpeeice vice president and sales manager of our compan. 
in New York, gained his ear y sales experience in our Chicago office. He then 
office for the period 1944 to 1952. Jack is a past 

president of the Detroit chapter of the American Association of Newspa 
Representatives. Jack Kent is one of the Ward Griffith 
which are constantly promoting newspaper adveitising. Newspaper advertising gets 
in newspapers. 


Please note individual advertisements ef our newspapers 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


dressed the gathering. 


Y&R’s INTERNATIONAL 
UNIT PROSPERED IN ‘56 

New York, Dec. 13—Young & 
Rubicam, closing out the year with 
a flourish, has added some sizable 
amounts of business in its inter- 
national division. 

The most important account ac- 
quisition, from the standpoint of 
billings, is the world-wide adver- 
tising account of Esterbrook Pen 
Co. Y&R was selected last August | | 
to handle Esterbrook’s domestic 
advertising after the pen maker 
broke a 29-year relationship with 
Aitkin-Kynett. 

Esterbrook has a highly devel- 
oped marketing operation outside 
of the U.S. Its previous export 
agency is National Export Adver-| 
tising Service, which has had the} 
account for the past 20 years. 

Thus Y&R, which recently lost 
an international account (Royal 
typewriters) to an export agency 
(Gotham-Vladimir), now gains one | | 
from an export agency. The Ester- 
brook business has forced Y&R to 
resign the Parker pen account in 
Mexico. Kenyon & Eckhardt is the 
new Parker agency in Mexico (AA, 
Dec. 10). 


® Young & Rubicam also an- 
nounced that its Mexico City of-| 
fice is taking on, in addition to, i 
the Esterbrook account, John Deere | 
C. A., the tractor and agricultural iI 
equipment manufacturer, and 
Mead Johnson & Co., the Pablum 
company. 

Furthermore, Y&R’s Toronto of-| 
fice has picked up the Noxzema} 
Chemical Co. account in Canada. 
Noxzema’s Canadian advertising at | 
one time was handled by Sullivan, 
Stauffer, Colwell & Bayles, the 
company’s U.S. agency (Raymond 
Sullivan is a stockholder in Nox- 
zema). There were reports earlier 
this year that Sullivan, Stauffer 
was planning to open a Canadian 
office. Then, the Noxzema account 
went to MacLaren Advertising, ' 
which now steps aside for Y&R. 


‘New Yorker’ Appoints Four 

Leigh Doorly, of the Chicago 
sales staff of The New Yorker, has 
been named assistant midwestern 
manager, a new post. Philip L. R. 
Du Val, formerly men’s wear man- 
ager in New York, has been named 
assistant retail manager, another 
new post. John C. Murphy, of the 
New York sales staff, replaced Mr. 
Du Val in his former position. 
Perry L. Edgar, last with the New 
York News, has joined the retail 
sales staff. 


ROCKY MOUNT 


Business Is Better Than Ever . . . in 
NORTH CAROLINA 
Per Family Retail Sales........ $6192. 


in this rich market through advertising 


oop of the nine largest cities in the State. 
in one medium offering comp coverage. 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. mainta; 


ncipal odvertising cones 


How well do you know the Boston market? 


Everybody has a soft spot for some- 
thing familiar—whether it’s the 
scarred bark on the old oak just back 
of the Grange Hall, or the chalky 
smell of the corner poolroom. Many 
Bostonians have a soft spot for 
some of the people and things pic- 
tured above: 


A. Ed pases ieee to the chy by 0 Suite 
visitor. Boston Common 
B. Stove in Boston it Albany freight 
terminal, Springfield. 

C. Welterweight Tony DeMarco with Fred 
Cusick, WEEI Sports Director. 

D. Roadsign near South Waterford, Maine. 
E. Photo-elastic stress pattern, photo- 
graphed by i light at M. I. T. 

F. Mill on the Merrimack River, Lawrence. 


G. Figurehead of Andrew Jackson, carved 
in the Boston Navy Yard about 1834. 


H. Door of Harvard Lampoon building. 

I. Snake Goddess, 16th century B. C. 
Boston Museum of Fine Arts. 

J. Casino Theater in Boston. 

K. WEEI News Editor Charles Ashicy. 

L. New Kresge Auditorium, M. I. T. 
m.The Boston Stone. 


You won't find many soft spots in 
the people of Boston. That is, you 
won't if you’re a stranger. The Bos- 
tonian keeps his sentiments care- 
fully hidden. He’s a tough customer 
to sell. But once you’ve won his 
trust and his confidence, he’s likely 
to be your customer for life. 


And WEEI has won that trust for 
the products it advertises. No one 
knows the Boston market as WEEI 
does— especially the buying habits 
and brand loyalties of the Boston 
people. When you want to reach the | 
soft spot of the buying Bostonian, 
call CBS Radio Spot Sales or WEEI 
Radio. 


Credits: B, D, F — Standard Oil Co. N. J.; 
E — Massachusetts Institute of Technology. 
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Radio, TV Stations 
Equally Profitable 
in ‘55, NARTB Finds 


WASHINGTON, Dec. 11—National 
Assn. of Radio & Television Broad- 
casters has reported that typical 
radio and television stations each 
earned the same profit margin in 
1955—8 %—although total revenues 
of the tv stations were three times 
these of radio facilities. 

The association pointed out there 
were wide variations in profit mar- 
gins, particularly among tv stations. 

The average tv station had $15,- 
000 in total revenue for each full- 
time employe, with small market 


SALISBURY 


MARKET 
MEDIUM 
cost 


Sell the heart of the rich and prosper- 
ous Carolina market through its only 
aewspaper—THE SALISBURY POST. 


Menoalty Represented oy 


WARD-GRIFFIT- 
the Wigcgarittion a wane 


. of 1e/ Mal Advertis 


-co., 
s offices 


ng ceoters 


* 
stations reporting approximately 
$10,000 per employe and large mar- 
ket stations $34,000. 

Average radio stations had $11,- 
000 of revenue per employe, but 
the average for small market sta- 
tions was $9,000 per employe, com- 
pared with more than $20,000 for 
large market stations. 

The data are included in an an- 
nual survey by the association’s 
employer-employe relations de- 
partment, which has been distri- 
buted on a confidential basis to as- 
sociation: members. 


Guild Films Signs D-X Sunray 
for ‘Captain David Grief’ 

Guild Films Co., New York, has 
signed another big regional spon- 
sor for “Captain David Grief.” D-X 
Sunray Oil Co., Tulsa, Okla., 
bought the Jack London adventure 
series for 40 markets. The con- 
tracts were negotiated through 
Potts-Woodbury, Kansas City. 

This makes 72 markets in which 
the show has been sold to adver- 
tisers. Previous major sales were 
to Standard Oil of California for 
12 markets and Stroh Brewery Co. 
for 20 markets. 


Irvine Rejoins Publication 
Alexander Irvine has rejoined 
the Chicago sales staff of Industrial 
Equipment News after completing 
service with the U.S. Army. 


Serving over 100,000 pose ABC 


homes 


Call Headley-Reed TV for the comparative 


coverage story 
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| A Cliligag Mla Comp! 
i Placita Exley Gey, 

THE 
BORG-WARNER: 
GOLD KEY PLAN 


Advertising Age, December !7, 1956 


PACKAGE DEAL—Borg-Warner Corp., Chicago, is announcing its Gold 

Key Plan to the trade with this ad in the December House & Home 

and NAHB Correlator. The “plan” offers a “basement to roof” line 

of building products to major home builders. Borg-Warner’s new 

builder sales division (AA, Nov. 26) was set up to coordinate the 

sales. Robert Christopher Agency is handling advertising for the 
new unit. 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 4-5, 1957. Midwestern Advertising 
Agency Network, Furniture Club of 
America, Chicago. 

Jan. 18-20, 1957. os am. of 
the West, midwinter f 
Hotel, Santa Barbara, Cal. 

Jan 20-23, 1957. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 
Baltimore. 

Feb. 6, 1957. Associated Business Pub- 
lications, annual Midwest conference, Con- 
gress Hotel, Chicago. 

Feb. 22-23, 1957. Northwest | Daily Press 
Assn., 38th Ho- 
tel, Minneapolis. 

March 7, 1957. A 
Publications, annual eastern conference, 
Roosevelt Hotel, New York. 

March 13-15, 1957. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 22-31, 1957. International Photo- 
graphic Exposition, National Guard Ar- 
mory, Washington, D. C. 

April 10-12, 1957. Point-of-Purchase Ad- 
vertising Institute, 11th annual symposium 
and exhibit, Palmer House, Chicago. 

April 13-19,1957. National Business Pub- 
lications, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 25-27, 1957. American Assn. of 
Advertising Agencies, The Greenbrier, 
White Sulphur Springs, W. Va. 

April 25-27, 1957. 
eration of America, 

Wayne, Ind. 

April 25-27, 1957. Advertising 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

May 2-3, 1957. International Advertising 
Assn., New York. 

May 5-7, 1957. Magazine Publishers 


totes Test 


Assn., The Greenbrier, White Sulphur 


Springs, W. Va. 

May 12-15, 1957. National Newspaper 
Promotion Assn., Jung Hotel, New Or- 
leans. 

May 16-18, 1957. Southwestern Assn. of 
Advertising Agencies, Galveston, Tex. 

May 26-29, 1957. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Motel Fontaine- 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th annual conference, 
Waldorf-Astoria, New York. 

June 9-13, 1957. Advertising Federation 
of America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 16-19, 1957. Newspaper Advertising 
Executives Assn., Grand Hotel, Mackinac 
Island, Mich. 

*June 19-21. American Marketing Assn. 
national convention, Hotel Statler, De- 
troit. 

June 24-28, 1957. Advertising Assn. of 
the West, 54th annual convention, Ha- 
watlian Village, Honolulu. 


Canadian Newsprint Up 

Canadian newsprint producers in 
October turned out 582,085 tons, 
the highest monthly total on record 
and 8% above the 538,788 tons pro- 
duced in October, 1955, according 
to the Newsprint Assn. of Canada. 
Canadian production for the first 
10 months of this year totals 5,395,- 
062 tons compared to 5,128,906 tons 
in the same period last year. 


‘Christianity’ Names Claus 
Charlie Claus has been appoint- 
ed advertising manager and busi- 
ness manager of Christianity To- 
day, Washington. Mr. Claus was 
formerly the southern division 
manager of Shannon & Associates, 
publishers’ representative. 


Wilcox to Succeed 
Armstrong as Head 
of Sunkist Growers 


Los ANGELES, Dec. 11—F. R. Wil- 
cox, assistant genera] manager and 
treasurer of Sunkist Growers, has 
been named general manager. He 
succeeds Paul Armstrong, who re- 
tires at the end of this year. 

D. M. Anderson, secretary, will 
add the duties of assistant general 
manager, while M. D. Street, as- 
sistant treasurer, assumes the post 
of treasurer. 

Mr. Wilcox has been with Sun- 
kist since 1939, when he became 
director of marketing research. He 
was named treasurer the same year 
and added the duty of assistant 
general manager in 1941. 


s Mr. Anderson started with Sun- 
kist in 1931 as a member of the 
advertising department in the 
field. He came to the Los Angeles 
headquarters in 1940, and in 1945 
was named director of information 
in charge of publicity and public 
relations. He has been secretary 
since 1950. 

Mr. Street came to Sunkist in 
1939 as assistant to Mr. Wilcox in 
marketing research. He has been 
assistant treasurtr since 1954. 

In making his final report as 
general manager, Paul Armstrong 
told directors that Sunkist sales 
for the 1955-56 season totaled 
$188,000,000, highest since World 
War II. This was an increase of 
$21,000,000 over the previous year, 
although the crop was somewhat 
smaller. 


Hicks Joins Gallup & Robinson 

A. C. Reeves Hicks, formerly 
product manager of the Sportsman 
line of the Lambert-Hudnut divi- 
sion of Warner-Lambert Pharma- 
ceutical Co., has joined Gallup & 
Robinson, Princeton, N. J., in a 
sales and contact function. 


TORONTO, CANADA 


of Ontario—Canada 
gine Cs One-Third 


ori 


aReted by the 
TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) ( 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAMED MARKET FACTS 
MaGionsi lr Represented sy 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principal advertising centers 


Capital 
Total 
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Advertising Age, December 17, 1956 


Sinatra, Newscasts 
Attract Sponsors 
for ‘57 Radio, TV 


New York, Dec. 11—Chesterfield 
and McCann-Erickson, which have 
had their eyes on Frank Sinatra as 
a television attraction for some 
time, moved in quickly to buy the 
singer’s ABC-TV 1957-58 series. 

Chesterfield signed the show 
shortly after the singer, who was 


being wooed by all the networks, 


decided to work for ABC. The cig- 
aret maker will sponsor Mr. Sin- 
atra’s semi-annual specials as well 
as his weekly live and film shows. 

News also was a going commod- 
ity at ABC-TV last week, with two 
advertisers coming in to give “John 
Daly & The News,” which hitherto 
has dead headed part of the time, 
an SRO status. Mr. Daly’s new 
backers are Du Pont’s finishers’ 
division, which will sponsor the 
show two days a week starting 
March 14, and General Cigar Co., 
which began full sponsorship five 
days a week as of Dec. 10. 

When Du Pont comes in, General 
Cigar will cut back to a three-a- 
week schedule. BBDO handles Du 
Pont; Young & Rubicam is the 
agency for General Cigar. 


® News also rang the cash register 
at NBC Radio. Here the the biggest 
sales boost came from Bristol- 
Myers (Y&R), which placed an 
order for half the network’s new 
weekday five-minute hourly news- 
casts. 

Orders have not gone out to sta- 
tions yet, so it’s too soon to say how 
many will clear time for this 
Monday-through-Friday 7 a.m. to 
1l p.m., EST, schedule. Bristol- 
Myers’ order, covering 185 stations, 
will give the company half spon- 
sorship of news 17 times a day. 
These newscasts start Jan. 14. 

Nighttime news also made a sale 


with Ralston Purina Co. signing to | 


present Richard Harkness and the 
news five days a week starting 
Dec. 3 at 7:15 p.m., EST. This 15- 
minute show was bought through 
Gardner Advertising. Miles Labs 
cancelled its “News of the World” 
broadcast on NBC. 


s CBS Radio’s favorite client last 
week was Lever Bros., which com- 
pleted arrangements for a return to 
network radio on Jan. 2 as co- 
backer of four programs five times 
a week. The shows are “Ma Per- 
kins,” “Young Dr. Malone,” “Ro- 
mance of Helen Trent” and 
“House-party.” Kenyon & Eck- 
hardt (Spry) is the agency of rec- 
ord, but J. Walter Thompson Co. 
(Rinso) and BBDO (Breeze) also 
will have products on the shows. 

This is another in a procession of 
returnees lured back to the fold by 
CBS. Earlier ones included Col- 
gate-Palmolive Co. and Standard 
Brands. - 

Recent new business at ABC 
Radio included American Pop Corn 
Co. (George H. Hartman Co.) for 


DAYTONA BEACH 


Pete ee ee ee eeeeeeree 


DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual 

test. market; its thousands of 

visitors come from all over the 

US., Conede, Cuba and 4 South 

America. Its Summer seasons 

now i its Winters in touenet tourist 


2. ver "Sista 00 effective buy- 


+ Retail “Sales, ag Metropolitan 
area, $116,200,000 

4A market index of 123. 

total advertising 17,169,628 


lines. 
Represented by 
Clare , F 
eo nw, “rigesa, in Pieridae 
tonally Represented 


WARD-GRIFFITH CO. 
The Ward. Griffith Co. maintains officers 


in principal odvert 


|an -additional five minutes of 
“Breakfast Club,” and Consolidat- 
ed Cigar Sales Co. (Erwin, Wasey 
& Co.) for segments of the “Jack 
Paar Show.” 


Hanslip, Thorne Join Ludgin 
Edward S. Hanslip Jr. and Rich- 
ard J. Thorne have joined Earle 
Ludgin & Co., Chicago, as account 
executives. Mr. Hanslip formerly 
was an account executive in the 
Chicago office of Batten, Barton, 
Durstine & Osborn; Mr. Thorne 


promotion manager of the com- 
mercial equipment department of 
the Toastmaster products division 
of McGraw Electric Co., Elgin. 


Balsam Forms PR Company 
Sol Balsam, formerly vp in 
charge of public relations of Con- 
tempo Advertising Agency, New 
York, has formed his own com- 
pany, Sol Balsam & Associates, 145 
Almeria Ave., Coral Gables, Fla. 
His organization will specialize in 
industrial public relations. 


previously was advertising sales| 


Onty through Army Times 
Publications can your advertising 
penetrate deeply into each segment 
of the 35 Billion Dollar market 
represented by Armed Forces pro- 
curement buyers and the spendable 


income of Armed Forces personnel. 
Available in U.S., Pacific and/or Evropean Editions. 
@ LET US show you how you can do business in 
this market. Our nearest office will supply all the 


RRR RRR Re 


* 


sails 


details, plus sample copies, rates and compre- 
hensive market data book, "Timely Facts.” 


ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
U. $. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New 
York, Philadelphia, San Francisco 

FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


* hee ‘eee ‘ee ee 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


MEMBERS: AUDIT BUREAS OF CIRCULATIONS 
15 weekly editions reach all U.S. Armed Forces. 


THE AMERICAN WEEKEND 
Family paper of U.S. Armed Forces in Europe. 


U.S. COAST GUARD 
agazine 
covers this important Service 


ARMY-NAVY-AIR FORCE REGISTER 


“Tops” for covering top policy makers. 


MILITARY MARKET 


Reaches Commissary, PX and Procurement Officers. 


ARMY TIMES _ 


PUBLISHING COMPANY . 


* 
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market. 


areas. 


N ow, advertisers have one powerful me- 
dium to sell this giant overseas military 


Starting with the March 1957 issue, Reader’s 
Digest offers a special “Overseas Military Edi- 
tion” of the nation’s favorite magazine. 

This new edition has a circulation of 120,000 
directed specifically to members of U. S. Armed 
Forces and their dependents in all command 


This is nearly double the circulation of 


New “Overseas Military Edition” 


of Reader’s Digest 


Direct route to $500,000,000 “PX” market 


any other publication available for adver- 
tising to service people overseas. 


Retail sales in military stores outside the 


country now total more than a_half-billion 
dollars a year. If you want to launch a product 
or step up sales through these outlets, the 
Digest now offers you the greatest, most effec- 
tive made-to-order coverage. 


Printed in the U. S., the new edition will be 


identical to the regular U. S. Edition—except 


—MUrray Hill 4-7000. 


for added “military market” advertisements. 


For specific areas covered, closing dates, 
rates, and other details, phone or write Reader’s 
Digest, 230 Park Avenue, New York 17, N. Y. 


People have faith in 


® [Readers Dige st 


The largest magazine audtence 
in the U. S.—and overseas 
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Don't Mix 
Your Signals! 


Don’t mix your signals! Boost 
traffic at Points of Purchase, by 
the one method that has proved 
effective in Memphis! The per- 
sonalized communications system 
of WDIA! Let WDIA—the 50,000 
watt station-—-give you the green 
light for a smooth flow of traffic 
to the point, where your brand of 
merchandise ison sale! 


Only Method 


There is a fantastic Negro mar- 
ket in Memphis. Almost one- 
tenth of all the negroes of Amer- 
ica are concentrated in this area. 
Industry hands them a pay enve- 
lope someeiag ® quarter of a bil- 
lion dollars. They want to spend 
it. But the entrance of industry 
into the South has been too recent 
... their own expansion of econ- 
omy too swift . . . without guid- 
ance, they don’t know what to 
buy. Readership is yet very low— 
therefore, newspaper advertising 
is ineffective. TV ownership is too 
limited to give more than nominal 
results. The only medium, which 
is able to reach those 1,237,686 
Negroes, is WDIA. Its listenership 
is tremendous. Its customized 
programming, featuring Negro 
stars, entertainers, and personal- 
ities, produces concrete sales fig- 
ures as no other mediurn has done 
—or can do! 


Market Control 


With its 50,000 watt coverage, 
WDIA dominates the Negro mar- 
ket in Memphis and surrounding 
trade zone. WDIA’s 50,000 watt 
spread—the most powerful radio 
station in Memphi es con- 
tact. Then, its Staff establishes 
rapport with listeners, who com- 
prise the largest Negro market in 
the nation. Its entertainers capti- 
vate the minds, enslave the hearts, 
and condition the buying habits 
of 1,237,686 potential consumers of 
your product. 


Ad Placement 


Place your advertising in the 
only medium, where it can do 
good. Channel your sales ap- 
proach through WDIA. Reach and 
sell 1,237, Negroes, who have 
over $250, to spend, this year. 
Let WDIA specialists direct traffic 
to converge at the points of pur- 
chase, where you want to move 
your product. These specialists 
are controlling sales action for 
national products, such as: 


Kellogg . . . Maxwell House 
Coffee .. . Camel Cigarettes 
. » » Colgate Dental Cream 
- » « Carter’s Little Liver 
Pills. 


Write a note, on your letterhead, 
now, inquiring how WDIA can 
boost traffic . . boost sales . . for 
your brand of goods. Include, also, 
a request for a bound copy of, 
“The Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


eert ant. 


. Coneral Manager 
Prom Wes 


HAROLD WALKER Commercoat Manag.’ 


New York, Dec. 11—Making 
use of the woman’s point of view 
in advertising at the planning lev- 
el has been the top achievement 
of advertising in the last five 
years. 

The time when advertising 
women were limited to carrying 
out the ideas of men planners is 
over; today more advertisers and 
agencies are making use of the 
emotional approach and practical 
viewpoint of women in the actual 
creation of advertising. 

These ideas were presented in 
a talk last week by Julia Morse, 
vp and account executive of An- 
derson & Cairns. She spoke before 
the Assn. of Advertising Men & 
Women. 

Discussing the 
basic difference 
in approach be- 
tween women 
and men, Mrs. 
Morse said there 
is “more emotion 
in a woman’s ap- 
proach, but it is 
at the same time 
more practical. 

“While men 


aw 


generally talk Julia Morse 
about a product’s 
superiority,” she said, “women 


deal with the pleasure of using it.” 


s Mrs. Morse, who is chairman of 
Anderson & Cairns’ special wom- 
an’s point of view committee, said 
that research by and for her com- 
mittee has resulted in several im- 
portant changes in the advertising 
approach of clients. In particular, 
she said, less emphasis is placed 
on illustrating and describing a 
product and its virtues, and more 
stress is given to showing the 
product in use and being enjoyed. 

The women’s committee at 
A&C, she said, is composed of all 
the women in the agency. The 
committee’s central working group 
comprises the women actively en- 
gaged in advertising planning. 
While the entire group is avail- 
able for research projects, she 
said, the central group is ac- 


Top Ad Gain in Past Five Years—Getting 
Milady’s Views into Copy: A&C’s Morse 


tive on all accounts in the buying 
of whose products women have a 
voice. These, she said, include 90% 
of the agency’s accounts. 

In television and radio, aimed 
directly at the woman in her 
home, Mrs. Morse said, the crea- 
tive thinking of women is of vital 
importance. 


@ “Here the advertising effort 
must center on interpreting emo- 
tional problems and credibility,” 
she said. “Credibility is especially 
|needed on tv, where emotion must 
be conveyed by implication, and 
realism must be used to create an 
assurance about a product which 
can’t be stated effectively in 
words.” 

Citing a number of examples of 
advertising changes as a result of 
using the woman’s point of view 
at Anderson & Cairns, Mrs. Morse 
mentioned the Waring blendor. 
Formerly ads_ illustrated the 
machine and stressed product su- 
periority in the copy. Now the ads 
show results obtainable with the 
blendors, and copy explains how 
easily desserts, etc., can be made 
with a Waring blendor. 

In the case of Holland bulbs, 
the old campaign showed the 
product only. In the new cam- 
paign, the woman and her home 
are shown, and flowers are fea- 
tured. 

Other examples of women’s in- 
fluence on advertising, Mrs. Morse 
said, include the automobile in- 
dustry’s greater use of family pic- 
tures; Hunt Foods’ new advertis- 
ing, designed to up-grade position 
and add quality connotation. Mrs. 
Morse credited the Hunt shift to 
Frances Healy, woman account ex- 
ecutive at Young & Rubicam. An- 
other woman executive at Y&R, 
Barbara Demerey, was credited by 
Mrs. Morse with sparking the 
Jell-O instant pudding tv ani- 
mated cartoons. 


s At Anderson & Cairns, Mrs. 
Morse concluded, “We believe that 
we are helping our clients to 
make more money by directing 
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pOoGGY—A “smart” look character- 


izes newspaper and magazine ads 


in 20 markets for Bonnie Dog Food 

Co.’s new Dog-E-Stu. Chapin & 

Damm Advertising, Sacramento, is 
the agency. 


their products to women, through 
an understanding of the ways 
women think and feel about such 
products.” 


Mastic Tile Launches External 
House Organ, ‘Matico Tiler’ 

Mastic Tile Corp. of America, 
Newburgh, N. Y., has begun pub- 
lishing “The Matico Tiler,” an ex- 
ternal house organ for floor and 
wall covering dealers and distrib- 
utors. A four-page, illustrated pub- 
lication with newspaper format, it 
will be distributed monthly to 
more than 35,000 readers. Its 
three-fold purpose, the company 
reports, is (1) to. keep readers 
posted on “what we’re doing and 
how we’re thinking,” (2) to air 
problems that concern the industry 
and (3) to report unusual and 
successful dealer and distributor 
operations. 

J. P. Lohman Organization, New 
York, is handling the publication 
for Mastic. 


Kling Film Names Fenimore 

Jack Fenimore, formerly execu- 
tive producer on the Chicago staff 
of Kling Fiim Enterprises, has been 
appointed vp in Hollywood. Mr. 
Fenimore will head up expanded 
activities in sales and production 
on the West Coast and serve as lia- 
ison officer between the two stu- 
dios. 


McLaughlin to Ogilvy. Benson 

Gerald McLaughlin, formerly 
an art director with Leo Burnett 
Co., Chicago, has, joined Ogilvy, 
Benson & Mather. "New York, as 
an art director. 


PUT COLOR 


In Your 
ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colers 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 


ELIZABETH, NEW JERSEY 
Write fer éetaile or cemsast 


WARD-GRIFFITH CO, 
The Word Grifitn Co maintains offices 


Pearson Rejoins CVA Co. 

Ken Pearson has rejoined CVA 
Co., San Francisco, as advertising 
and merchandising director for 
Roma and Cresta Blanca wines. 
Mr. Pearson returns to CVA after 
four years with Schenley Distil- 
lers in the East, where he served 
as sales promotion manager for a 
number of whisky brands. F. L. 
Bradway continues as ad manag- 
er of Roma wines and C. P. Kah- 
mann as ad manager of Cresta 
Blanca under Mr. Pearson’s direc- 
tion. 


Buys Ever-Bright Ltd. 

Landers, Frary & Clark, New 
Britain, Conn., has purchased a 
controlling interest in Ever-Bright 
Ltd., Toronto, producer of electric 
appliances and housewares. The 
purchaser expects to begin pro- 
duction of several items in its 
Universal line at Ever-Bright's 
Toronto plant shortly. Manage- 
ment of Ever-Brite will continue 


~|to serve in present capacities. 


TOP RATING IN 
CINCINNATI! 


the 
ELLERY 
QUEEN 


series £/ 


The highest rated syndicated 
program in Cincinnoti,* 
America’s great mystery 


488 Madison Ave. 
New York 22 


PLaza 5-2100 
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Jack Cohn, 67, 
Columbia Pictures 


Co-Founder, Dies 


New York, Dec. 11—Jack 
Cohn, 67, co-founder and exec vp 
of Columbia Pictures Corp., died 
Dec. 9 of a pulmonary embolism 
at Midtown Hospital. He had en- 
tered the hospital a week ago for 
minor surgery. 

Born here, he left school at 13 
and joined the Hampton Adver- 
tising Agency as an errand boy at 
$4 a week. When he left six years 
later, to join Carl Laemmle’s IMP 
Co. as a laboratory assistant at 
$7 a week, Mr. Cohn’s father, a 
tailor, did not approve of the 
move from the comparative se- 
curity of the advertising business 
to the strange new movie field 
of 1908. 

Mr. Cohn’s work at IMP, which 
later was amalgamated with Uni- 
versal Pictures, included printing, 
cutting and editing films. In the 
next few years he concentrated 
on newsreels and became editor 
and producer of Universal Week- 
ly, first of the independent news- 
reels. 


# In 1913, Mr. Cohn and his} 


brother, Harry, now president of 
Columbia, made their first film. 
It reportedly cost $4,500 and 


grossed $450,000. In 1919 the) 


brothers joined forces with Jo- 
seph Brandt, and in 1920, with 
a capital of $250, they formed the 
CBC Film Sales Co. 

They produced _ short films, 
earned money, and, in _ 1924, 
changed the company name to Co- 
lumbia Pictures. The company 
now has 33 offices in this country 
and 100 branches abroad. It 
claims assets of $65,000,000 and 
an annual sales total of $90,000,- 
000. It also operates a television 
subsidiary, Screen Gems Inc. 

In 1939 Mr. Cohn founded the 
Motion Picture Pioneers. He sub- 
sequently organized the Founda- 
tion of the Motion Pictures Pio- 
neers, a charitable group to help 
needy former members of the in- 
dustry. 

Mr. Cohn is survived by two 
brothers, Harry, president, and 
Nathan, New York division man- 
ager of Columbia; two sons, Ralph 
M., general manager of Screen 
Gems, and Robert L., a Columbia 
executive with the Paris office. 


CLAUDE B. LARTZ 
SHARON, Pa., Dec. 11—Claude 


B. Lartz, 68, vp and co-publisher | 


of the Sharon Herald, died Dec. 
9 at Sharon General Hospital. He 
had suffered a heart attack Dec. 
4 at his desk in the newspaper’s 
office. He entered the newspaper 
business at York, Pa., 47 years 
ago. Later he worked on news- 
papers in Lewistown and Johns- 
town before coming to Sharon in 
1909. 

When two community papers 
here were merged to form the 
Sharon Herald in 1935, Mr. Lartz 


IN HAVERHILL, MASS. 


IT’S THE GAZETTE 


George McLaughlin, 
Advertising Mana 
of the GAZ E 
prs you these facts: 
—Retail Sales— 


$51,926,000 a new 


2—Food Sales— 
> game a new 


3—World Shoe Ss. McLaughlin 
making center. 
4—Western Electric Co., Mfg. Center. 


A trading zone tion of 
110,488 sme om 3 2 the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nemesally Represented ty 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains, offices 


in al! princ:pal odvertising centers 


became vp and general manager. 
He was an organizer of the Sharon 
Herald Broadcasting Co.,. which 
operates radio station: WPIC. 


EDGAR T. STEVENSON 
TITUSVILLE, Pa., Dec. 11—Edgar 
Taft Stevenson, 78, editor and 
publisher of the Titusville Herald 
since 1922, died Dec. 9 at St. Vin- 
cent’s Hospital in Erie, Pa. He 
had been in the newspaper busi- 
ness 60 years. His first job was 
on the old Oil City Derrick. Later 
he became managing editor of the 
Franklin News Herald, until he 
purchased the Titusville Herald 
34 years ago. His sons, James B. 
and William D. Stevenson, are 
general manager and secretary, 
respectively, of the newspaper. 


Triangle Names Clipp VP 

Roger W. Clipp has been elec- 
ted vp, radio and television divi- 
sion, Triangle Publications, Phila- 
delphia. He was formerly general 
| manager of the division. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 
4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Citizen 


Herold 


IN CANADA... 


Daily Newspaper Advertising 
Influences ALL Family Buying 


Good newspapers grow even better with age and 


experience - the eight Southam Newspapers range 
from 46 years to 112 years serving their individual 


communities and Canada. 


YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 


OTTAWA - HAMILTON - NORTH BAY - ee UNITED STATES REPRESENTATIVE 


Cresmer & Woodward Inc. (Can. Div.) 


CALGARY - MEDICINE HAT. EDMONTON - VANCOUVER | New York, Detroit, Chicago, 


Province San Francisco, Los Angeles, Atlanta 
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Agency Man Is ‘Victimized’; 
Offers His Appliance Copy 

To the Editor: Apropos your ed- 
itorial, “Not Quite Good Enough” 
(AA, Nov. 19), I, too, have felt 
victimized—by the advertising 
profession, too! 

I have a wonderful wife. I like 
to save her steps. I read the ads, 
picked my brand, and bought an 
electric dryer, since we have only 
electricity where we live. (I'd 
have bought gas, had it been avail- 
able.) 

The store dumped the dryer at 
the spot where it was to be in- 
stalled. 

And then I found out what I’d 
been suckéred into buying: 

1. An appliance that’ requires a 
special electrical circuit, with spe- 
cial wiring, special three-lug plug, 
etc. No mention in advertising— 
any. 

2. An appliance that requires a 
four-inch hole in the wall, floor, 
or somewhere, to “vent” the steam 
developed in the drying process. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


No mention in anybody’s adver- 
tising. 

The salesman said nothing about 
this stuff, which involved addi- 
tional expense, making the dryer 
—installed—cost me 50% more 
than the cash outlay for the appli- 
ance itself. Damn it, the manufac- 
turer didn’t even supply his own 
power cord! 

You know what I did? You're 
damned right! Back it went, guar- 
antee and all! From now on, my 
wife walks to the clothesline in 
snow, hail, sleet, and any other 
kind of weather the Postmaster 


say about electrical appliances and 
electrical appliance advertising: 


PLUG IT IN—IT WORKS! 
THAT'S ALL! 
And if it doesn’t, the bloody 
Hell with it! 
BIL. REEp, 
Arndt, Preston, Chapin, Lamb 
& Keen Inc., Philadelphia. 


Summertield’s ‘Essay’ 

Didn't Get Over 

To the Editor: I have been 
pleased at your campaign to im- 
prove our deplorable mail service. 
I was not amused at car-salesman 
Summerfield’s essay in which he 
(a) attributed his failure to the 


GO TO YOUR NEWSSTAND 


“obsolescence” inherited in 1952 


General provides. This is what I | 


|original shipment then turns up, 


(postal service was a hell of a lot 
better in 1952 than it is today; in 
fact I’d say it has gone down hill 
every year), and (b) quite obvi- 
ously implied that he wasn’t going 
to improve it until Congress raised 
postal rates (his thesis appearing 
to be that those who use the mails 
most should pay the largest share 
of the cost of government mail, 
airline, steamship and railroad 
subsidies). And with government 
mail such a substantial item in 
these days of government by prop- 
aganda, this adds up to a very in- 
equitable distribution of taxes. 

As for your sampling—lI’d say 
most of your test letters fared 
better than average. We can cite 
instances of parcel post taking 
eight (8) days to travel from St. 
Paul to Minneapolis; of parcel post 
taking three weeks to travel from 
St. Paul to Atlanta. The unloveli- 
est facet of an experience like this 
is that when you replace the en- 
gravings (contained in the pack- 
ages) to meet deadlines and the 


you don’t collect your insurance. 
You’re just a victim of the imper- 
fections of a revived pony express 
system. I think the hallowed “pri- 
vate enterprise” Mr. Summerfield 
is shilling for here must be Rail- 
way Express. 


I think Mr. Summerfield, in the 
discharge of his assigned duty, has 


“Hitch” Your Natural-Coler Video Commercial 
to a First Run Feature Picture 
in a First Run Motion Picture Theater 


For About $5.00 per Thousand Viewers You Get... 
- « « AMERICA’S BIGGEST CAPTIVE AUDIENCE 


in Theaters 


SOast To cOAS* 


(r Regional if Desire? 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 


the screen. 


COMPETTTION—none—only four or less non-competitive advertisers. 


LOCATION—the big, wide screen of first run theaters, showing first run 
pictures. 


... AMERICA’S BIGGEST DIMENSION FOR 
COMPLETE ADVERTISEMENTS 


You can do a powerful job of selling when you are the only advertiser in 
your field using the complete unified forces of sight, sound, and action—in 
full color video—on America’s biggest theater screens—with a captive 


audience that cannot escape your message. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


For more information contact: 


Advertising Age, December 17, 1956 


been just a shade more successful 
than J. Foster Dulles. 

Nep O’NEILL, 

O’Neill Co., St. Paul. 

For the record—the sampling 

Mr. O'Neill refers to was not ours; 

it was a joint test of the Post Of- 

fice itself and American Chamber 

of Commerce Executives Assn. 

+ 


To the Editor: How nice of the 
Post Office Department to point 
out in the 17-page statement re- 
ported in AA, Nov. 12, that postal 
service in Paterson, N. J., is su- 
perior to that in Quito, Ecuador. 

I am afraid that I am one of 
those millions of Americans who 
for years have envied the fortu- 
nate inhabitants of Quito, Ecuador, 
for their postal service. I humbly 
beg the U. S. Post Office Depart- 
ment’s pardon. Had I known that 
mail services in Quito were inferi- 
or to those in Paterson, N. J., I 
would not have moved out of the 
latter city a few years ago. 

Another little-known fact is that 
mail carriers in some parts of the 
Congo are barely five feet tall. 
This is due entirely to the ineffi- 
ciency of the Congo mail zoning 
system—the poor carriers have 
worn down their legs with exces- 
sive walking. The superior height 
of American mail carriers can be 
traced directly to the fact that our 
postal department makes use of 
ultra-modern postal zoning tech- 
niques and NOT, as some unkind 
critics have slanderously implied, 
to the fact that our mail carriers 
have only one residential delivery 
to make each day. 

Critics should also note that in 
Wagoo Wagoo, Australia, first- 
class mail goes by Bush Telegraph 
just once a month, while packages 
are carried by inebriated kanga- 
roos. It must be admitted, by even 
the most critical, that the U. S. 
Post Office Department not only 
operates a better service, but ac- 
tually supplies its carriers with 
pouches. 

W. Paut Du Pre, 
Edison Electric Institute, New 
York. 


Denies U.S. Agency Influx 

Is Problem in Mexico 

To the Editor: As president of 
the AMAP, I want to correct er- 
roneous statements contained in 
your article entitled “Mexican 
Agencies Cool to U.S. Influx,” pub- 
lished in the Sept. 24, 1956, issue 


Foreign correspondents usually 
investigate the facts at the origi- 
nating source, in this case AMAP 
and its directors, which was not 
done. If the correspondent respon- 
sible for this article had come to 
AMAP or to the writer, president 
of AMAP, but not a leader of any 
Mexican faction, the editorial staff 
of ApvertisInc AcE could have 
checked the true facts which un- 
doubtedly would have resulted in 
the publication of the story in a 
different light and would have 
strengthened rather than harmed 
Mexican-North American rela- 
tions. 

Now, permit me to outline the 
facts on my position as well as 
that of the association on this 
matter: 

1. To my knowledge there has 
never come up any problem deal- 
ing with anti-North American or 
even anti-foreign measures. Con- 
sequently, the statement that 
“measures to curb the influx of 
North American agencies were 
discussed. . .” is untrue and bas- 
ically wrong. 

2. I am proud to be president 
of our Mexican association whose 
by-laws were inspired in the stat- 
utes and by-laws of the Four A’s 
and therefore must enforce ethi- 
cal procedures and protect Mexi- 
can and North American agen- 
cies as the latter have exactly 
the same rights and are consid- 
ered as Mexican agencies as long 
as they comply with our laws. We 
in our association had voted “to 
study a possible regulation of ad- 
vertising ethics and procedures.” 

3. I was proposed as a candi- 
date of our association by a North 
American citizen and I was named 
president not only because of the 
Mexican votes, but with the sup- 
port of distinguished North Amer- 
ican citizens. 

4. I am not a fiery nationalist; 

this statement is untrue. I am sim- 
ply and proudly a Mexican citi- 
zen who loves his country, re- 
spects its laws and its government 
and has the greatest faith in his 
native land and its people. This 
should be so with any citizen of 
any nation in the world. 
5. I admire the United States 
and the American people. I am 
happy and proud that I married 
a North American woman and that 
I have worked for the past 12 
years with American companies 
such as NBC, D’Arcy Advertising, 
Sears, Roebuck, and now with my 
partner, Mr. Robert H. Otto. 


of ADVERTISING AGE. 


6. This unfortunate story tends 


fe ol 
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“Make a note, Miss Kelsey 


The Solid No] in 
Solid Cincinnati 
Is the Cincinnatj 


te a cd 


«++ 1 want all the Space 
buyers moved to this side of the building.” 


The Cincinnati Daily Enquirer is solid No.1 


1032 Carondelet St. ; New Orleans, La. right down the line. Including a 21,000 
i edge in City Zone circulation...a healthy 
70 East 45th St. AMADA, 193 Walton St., N. W. lead in Retail Display Linage. Get full story 


Qumran 


from Moloney, Regan & Schmitt, Inc. 


New York, N. Y. Atlanta, Ga. 
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- daughter, Wendrea, age 314, read- 
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to jeopardize Mexican-American 
relations and affects my name 
and reputation. I trust that your 
own good name and prestige, as 
well as ethical procedures that 
are so characteristic of the North 
American press, will influence you 
to publish this letter in the same 


section “On the International 
Scene. . .” under a contrasting fair 
heading. 


IGNACIO CARRAL, 

President, Asociacion Mexi- 

cana de Agencias de Publici- 

dad, Mexico, D. F. 

Despite Mr. Carral’s assertions, 
AA was advised by three sources 
—including one present at the 
meeting in question—that the 
problem of U. S. agency infiltra- 
tion into Mexico 1as discussed, 
along with possibl£ proposals for 
making “invasion” more difficult. 
Other publications, incidentally, 
have independently carried similar 
reports. 

7 e © 


Is a Caption Needed? 


To the Editor: Attached is 
photograph which I took of my 


ing your respectable and helpful 
journal. 
I have been unable to suggest 


any caption for it, but the expres- 
sion and pose is so good that I 
thought you might like to see it. 
JosePH W. Woops, 
N. W. Ayer & Son, Chicago. 
* * ” 


Have Readers Some Advice 
for This Job Seeker? 


To the Editor: Last week was 
the first time I ever read ADvVER- 
TISING AGE, and I would like to 
tell you that I thought it was an 
excellent publication for the mod- 
ern and ambitious adman. I have 
found it necessary to write this 
letter, not in praise of your maga- 
zine, but to bring a vital matter 
to your attention. 

I am quite sure that you have 
heard the following statement, 
“It’s ability, not disability, that 
counts.” I am beginning to have 
my doubts about that statement, 
because I am a disabled veteran 
seeking employment in the field 
of advertising. At every job I am 
rejected, because I am confined 
to a wheel chair. 

It is true I have no actual ex- 
perience in advertising, but a B.S. 
in marketing at New York Uni- 
versity, and a M.S. in the process 
at Long Island University should 
at least qualify me for a trainee 
position, which I would be happy 
to accept, in order to give me the 
invaluable experience I need in 


In CANADA 


39% of the 
English-speaking Families 
read 


The STAR WEEKLY 
Ask for Information 


order to reach the top. Don’t mis- 
understand me, I am not looking 
for pity, but a fair and equal 
chance to prove that “it’s ability, 
not disability, that counts.” I sin- 
cerely hope you will give this let- 
ter some thought, and advise me 
accordingly. 
RICHARD P. SCHMIDT, 
New York. 
e * e 
Detends ‘Mr. Average’ 
in Letter to Woolf 

To the Editor: The following is 
an open letter to James D. Woolf, 
advertising consultant, who wrote 
“How Silly Can You Get?” in your 
Nov. 19 issue: 

Dear Mr. Woolf: Pity us poor 
folk, who wear hearing aids, stut- 
ter, are psychopathic, have tattoos 
and clean chimneys. Lord knows 
we smoke cigarets, drink vodka 
and wear clean shirts too, but-we 
always have to step aside for those 
handsome specimens who swing 
bats or slap paint brushes or write 
nonsensical gossip columns, be- 


cause to date it is their kind who 
always tell us how good America’s 
products are. We only work for a 
living, but we constitute the mass 
who do all your buying, Mr. “Con- 
sultant,” and I don’t think you’re 
making too many points in the 
popularity column by your knock- 
ing of Mr. Average. 

Sit back in your big chair and 
take another puff on whatever 
you’ve been smoking. . . and stuff 
this in your chimney: try depicting 
a hearing aid advertisement with 
someone who doesn’t wear one! 

Robert A. PAUL, 
Bridgeport, Conn. 
* — 
Winston Needs Help 
Like Anyone Else 

To the Editor: We have read 
with a great deal of interest the 
feature article on Page 95 of Ap- 
VERTISING AcE for Nov. 19, entitled 
“Lomo Takes Another Look at 
Grammar, and Grammar Hangs Its 
Head in Shame.” 


May we have permission to re- 


print this article, giving full credit 
to your publication? As you can 
imagine, we receive a great many 
letters questioning the grammatical 
correctness of our slogan “Winston 
Tastes Good—Like a Cigaret 
Should” and we believe if we en- 
closed a reprint of the above article 
with our reply, it would be found 
interesting by the persons writing 
us. 
Howarp Gray, 
Assistant Manager, Advertis- 
ing Department, R. J. Reynolds 
Tobacco Co., Winston-Salem, 
N.C. 


- 
It's Also Pleonasm 


To the Editor: Re: “Lomo Takes 


Another Look at Grammar” (AA, | t 


Nov. 19). 

Would it be over-meticulous to 
question this expert’s phrase, “the 
hoi polloi”? Mebbe ’tain’t a vulgar- 
ism, but it shore is a tautology. 

Don McKENZIE, 

Stromberger, LaVene, McKen- 

zie, Advertising, Los Angeles. 


Include Him In 
To the Editor: 
thinks” are terrific. 
When they are in a book or 
pamphlet form, please include my 


order. 
R. M. Reay, 
Defense Product Manager, 
Whirlpool-Seeger Corp., St. 
Paul. 


LYNCHBURG 


VIRGINIA 


Metropolitan Market as defined 
4 Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales (41579) were 32% higher 
han the average. 


Your “Draw-~ 


ONLY the NEWS-ADVANCE cov- 

ers this ic Virginia market. 

ADVERTISE it LYNCHBURG—GET CUR MARKET FOLDER 
Nationally Represented ey 


WARD-GRI TH: CO: 
The wart euaet poh ov 


The new million-dollar pliant of 
meeQeer. inc... manufacturers 
air ¢ g eq 


Ante-bellum beauty 
teristic of many Grenada 
homes. ; 


WARD-GRIFFITH CO. 
TH® Veord- Griffith Co maintains offices 
napa! ody 


is charac- 


Most people buy CAPS for Memphis coverage—and they should! 
But many of the most don’t realize the penetration of CAPS in the 
62 centers of buying power that add up to the nation’s 10th whole- 


sale market. 


Grenada, Mississippi, 98 highway miles away, is a typical bonus 
market. You cover the cream of cai purchasing power when 


you put it in CAPS. 


Two Dailies and The South’s Greatest Sunday Newspaper 


rae Wonca Whos: = sevens lees Sonar 


The growing cattle industry 
is a major economic factor. 


GRENADA, MISSISSIPPI 


County Seat— 


' 98 miles from Memphis 
‘ Number of families 


1 928 


H Effective buying income 


$14,594,000* 


Retail sales 
in nine classifications 


$10,395,000* 


FAMILY COVERAGE 


Combined 
Daily Circulation 


Sunday 


74.3% 


Number Ten of a Series Reflecting 
the Ec of the Mid-South. ‘ 


onomy 


A Christmas Day 
Parade way down 
south in Dixie. 


It’s Another 


Ten Million Dollar 
CAPS--Bonus--Market 


' Sales Management, Survey of Buying Power 


STRIPPS HOWARD NEWSPAPERS 
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Otters Subscriptions to 
Early American Library 

Visual Discoveries, New York, is 
offering to graphic artists a col- 
lection of early American draw- 
ings and prints, covering more than 
a thousand cataloged subjects. Sub- 
seribers to the new service have 
access to the collection and will 
receive each month a 10” x 14” 
printed plate featuring an assort- 
ment of drawings covering one 
subject. A new subject category 
will be covered each month, to 
enable subscribers to compile a 
varied library of early American 
graphic art. 


Warner Bros. Names Hutner 

Meyer M. Hutner has been 
named national publicity mana- 
ger of Warner Bros., New York. He 
recently left Samuel Goldwyn 
Productions to join Warner Bros. 
as a special assistant for liaison 
with leading independent produc- 
ers associated with Warner. 


Explanation: ” 
TULSA, No. 2 Market 


Plus 
MUSKOGEE, No. 3 Market 
Equal: 
OKLAHOMA'S BIGGEST 
MARKET! 
ond only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Charmel 


Mike Shapiro, Managing Director 
TULSA BROADCASTING CO. 
Box 9697, Tulcea, Okla. 


IBM Will Sell or 
Lease-Sell Line of 
Electronic Machines 


New York, Dec. 11—Interna- 
tional Business Machines Corp. 
has announced detailed plans for 
the sale of a number of its prod- 
ucts formerly available only on a 
rental basis. 

Two new marketing plans will 
be placed in effect as a result of a 
consent judgment entered into 
last January (AA, Jan. 30) be- 
tween IBM and the Department 
of Justice in settlement of an an- 
ti-trust action initiated by the de- 
partment. 

New machines as well as exist- 
ing models of electric accounting 
machines and electronic data 
processing machines generally of- 
fered for lease will now be avail- 
able for outright purchase. 

The company also will offer 
them under a lease-purchase op- 
tion plan. 

Price tags affixed to the com- 
pany’s products in the announce- 
ment range as high as $1,700,000 
for some of the giant electronic 
brains produced by the company. 


® The company will accept pur- 
chase or two-year purchase op- 
tion contracts on new machines 
to be delivered after Jan. 1. 

This includes the entire line of 
punch card equipment, bank proof 
and test scoring machines, com- 
puters of all sizes, and recently 
announced products such as the 
305 Ramac and 650 Ramac. 

The company also has made a 
limited-time offer to sell ma- 
chines already installed or sched- 
uled for early installation. For 
purchased machines, the compa- 
ny will provide maintenance serv- 
ice om a separate contract basis. 

Benton & Bowles is IBM’s 
agency. 


Armour Adds Hom Pie 

Armour & Co., Chicago, is in- 
troducing a new frozen ham pot 
pie, which it believes is the first 
on the market. Initial distribution, 
beginning this month, will cover) 
five cities in Texas, Alabama 
and Tennessee. Display and coop- 
erative advertising allowances are 
offered retailers as part of the 
introductory offer. The ham pot 
pies are expected to retail in the 
29¢ to 33¢ range. N. W. Ayer & 
Son is handling the new pot pie. 


WIND 


JOINS 


WBC 


NEXT MONTH 


the 10,600,000 people living in 


WIND ’s listening area join... 


the 20,000,000 living in 5 other WBC listening areas . . . 
to give time buyers the biggest music, 


news and service va 


lue in radio history! 


Ge9 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


Radio — Boston, WBZ4+WBZA; Pittsburgh, KOKA; Cleveland, KYW; 
Fort Wayne, WOWO; Chicago, WIND; Portiond, KEX 
Television — Boston, WBZ-TV; Pittsburgh, KDKA-TV; Cleveland, KYW-TV; 


Son Francisco, KPIX 
WIND represented by A M Radio 


Sales 


KPIX represented by The Kotz Agency, Inc. 
All other WBC stations represented by Peters, Griffin, Woodward, Inc. 


De! Bianco Kolker Harrison 


FEDERATION MEETS—Pictured at their recent meeting 
in Boston are northeast regional members of the 
National Federation of Advertising Agencies, a 
voluntary network of 24 independent agencies with 
headquarters in Los Angeles. Shown here are Gene 
Del Bianco, Arnold Z. Rosoff, Harry Weinbaum and 


Weinbaum 


Kolker, Nat M. 


Horton Geise Schindler 


Aaron Schindler of Arnold & Co., Boston; Nat 


Kolker Advertising Agency, Phila- 


delphia; Charles Harrison and Robert Weil, Lester 
Harrison Inc., New York; John Horton, Horton, 
Church & Goff, Providence, and George Geise, Hood, 
Light & Geise, Harrisburg, Pa. 


MacDonald Prods 
Newspapers on 


Continuity Rates 


Cuicaco, Dec. 11—R. S. Mac- 
Donald, advertising director of 
Quaker Oats Co., wants more 
newspapers to encourage continui- 
ty by giving advertisers discounts 
for number of insertions as well as 
for amount of linage purchased. 

In a talk to the local chapter of 
the American Assn. of Newspaper 
Representatives, Mr. MacDonald 
noted that most other media offer 
such inducements, and added, “I 
think daily newspapers are ’way 
behind in this.” 


® Presenting other suggestions on 
how newspapers could improve 
their service to advertisers, Mr. 


MacDonald: 

I. se that newspapers con- 
sider’ group buys such as the Sun- 
day supplements offer—“especially 
as regards daily color advertising.” 

2. Suggested a smaller spread 

ween national and local news- 
paper rates, commenting that most 


national advertisers (including 
himself) “don’t understand the 
rather large discrepancy” between 
the two rates. 

3. Called for more research ma- 
terial from newspapers on both 
expected and actual readership. 
“Radio has audience as well as 
circulation figures,” he said, “and 
we'd like to have the same from 
newspapers.” 


Campbell-Ewald Names Three 
Campbell-Ewald Co., Detroit, 
has appointed Clyde C. Bennett Jr. 
an account executive on United 
Motors Service and Delco battery, 
both divisions of General Motors. 
He formerly was a member of the 
agency’s merchandising depart- 
ment. The agency also has named 
Harrie L. Bleecker Jr. research 
consultant on its research staff. Mr. 
Bleecker previously was a member 
of the sales analysis department of 
the Mercury division of Ford Motor 
Co. 
William G. Licht, formerly a 


member of the sales department of | 
Cadillac Motor Car division of | 
General Motors Corp., has been | 
named an assistant account exec-_ 


utive, handling marketing devel- 
opment in Campbell-Ewald’s mer- 
chandising department. 


Two Join Robertson, Buckley 

Ralph G. Burge and James C. 
Joslyn have joined the copy and 
public relations staff, respectively, 
of Robertson, Buckley & Gotsch, 
Chicago. Mr. Burge was formerly 
advertising manager of Radio-TV 
Supply Corp. and a copywriter for 
Aldens. Mr. Joslyn had been with 
the copy department of Wilson 
Sporting Goods Co. and before 
that with Leo Burnett Co. 


Drewrys Buys TV Series 
for Showing in 11 Markets 

Drewrys Ltd., South Bend, Ind., 
will present a series of telefilms 
hosted by Don Ameche in 11 mid- 
western markets starting in April. 
The show is Television Programs 
of America’s “Stage Seven,” but 
the beer maker will use another 
title, “Don Ameche Presents the 
Drewrys’ Play of the Week.” TPA 
will continue to distribute the an- 
thology series elsewhere in the 
country under the “Stage Seven” 
title. 

The Ameche dramas will replace 
“Susie” (re-runs of “Private Sec- 
retary”), another TPA distributed 
package, which Drewrys has spon- 
sored in these same markets for 
some time. MacFarland, Aveyard 
& Co. is the agency. 


Five Join Grant Advertising 

Five new members have been 
added to the new Plymouth ac- 
count group of Grant Advertising, 
Detroit. New copywriters are Rob- 
ert C. King, formerly a tv writer 
and producer of W. B. Doner & 
Co.; Adele Hager, who had been 
an account executive of Simons- 
Michelson Co., and Jerome A. 
Handman, formerly copy chief of 
Denman & Baker. Thomas B. John- 
son, who has been assigned as as- 
sistant to the public relations and 
merchandising directors, had been 
an interviewer and report writer 
of Dun & Bradstreet. Phyllis 
Shank, formerly a radio and tv 
time buyer of D. P. Brother & Co., 
was named Plymouth media di- 
rector. 


City Areas Gain in 

Population: Census Bureau 

| The Census Bureau reports that 
|96,200,000 persons are now living 
in the nation’s 168 standard met- 
ropolitan areas; 68,100,000 live in 
non-metropolitan areas. The pop- 
‘ulation in metropolitan areas has 
increased by 12,400,000 since 1950 
ja represents 85% of the popula- 
tion increase recorded for the en- 
tire country. 

The bureau says that many of 
the standard metropolitan areas 
will be redefined for the 1960 cen- 
sus to take into account adjacent 
rural counties which have become 
heavily populated. 


USE 
MISSOURI NEWSPAPERS 


THE EASY WAY 
Whether you use one or all of 
Missouri’s 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BILL— 


ONE CHECK 


WALTER WILLIAMS HALL 
Columbia Missouri 


Central Fla. Our World 


Will Rogers used to 


say that some day he'd like 


to fly to some remote spot of the world and not be 
greeted by a N. Y. Times correspondent. 


Tampa, Jacksonville papers . . 


Well, we don’t have any 
world correspondents, but 
we've got so many of them 
in Central Florida, we're 
like the guy who went 
broke on Wall St... . He 
didn’t know how much he 
owed.. . We don’t know 
how many Cen. Fla. 
writers we Owe and own. 

We print 10 custom- 
tailored editions for 10 
Central Florida areas. 

That’s why we have a 
Road Block against Miami, 
. Add all their cir- 


culations together in our 5 counties and we beat 


them 4 to one. 


ORLANDO [FLORIDA]; SENTINEL-STAR 
Martin Andersen, Editor & Sole Owner & No. 1 Galley Boy 


National Representatives Burke, Kuipers & Mahoney 
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Ist 10 mos., 1956 


103,698 LINES 


FARM 
PUBLICATION 


AD 
336 LINES LINAGE 


Ist 10 mos., 1956 


103,698 LINES 


Advertising Age 


60,823. LINES 


Farm Publication Ad Linage 
in the Advertising Press 


POSTWAR 
CIRCULATION 
pee 


*Average total paid circulation, A.B.C. 
Publisher's Statement for six months 
ending June 30, 1956. 


POSTWAR 
LINAGE 
TREND 


% OF TOTAL LINAGE -ALL MEDIA- 
IN ALL 5 ADVERTISING PAPERS 


No matter : 
how you menswee i 
Advertising Age 


For Advertising Age—it’s Leap Year in Farm Publication Advertising! 


While the rest of its field stood still or fell back, Advertising Age 
(already well in the lead) took a nimble leap forward in Farm Paper 
advertising space. As the accompanying charts demonstrate, by whatever 
yardstick laid on its gains, Ad Age ranks first with media in this import-_ 
ant segment. 


—Even using pages as a conservative measure (Ad Age pages are more than 
twice the size of the 2nd paper), the jump was over 10% when AA rose from 95 
pages for the first ten months of 1955 to 105 pages for the same period in 1956. 
While AA was getting this boost from farm publications, its closest competitors 
among sales and marketing journals were dropping back. 


—Linage gives even a clearer picture of runaway leadership for the advertis- 
ing world’s favorite journal. For the first ten months of 1956, Ad Age led with 
103,698 lines—almost 34 times more space than the next paper! In fact, AA 
carried 70.5% more linage during this period than all other advertising-market- 
ing books combined! 

Why this big lead—in pages, linage or total advertising gain? Simply 
this: Ad Age gets results in terms of greater readership and impact—greater 
reader interest and acceptance. Here are results that make promotion pay, 
that draw advertisers back for more and snowballs the trends to AA. 


Ad Age has far and away the largest circulation in the history of the 
field — currently over 37,000 paid— and a total readership exceeding 
131,000. Ad Age’s dynamic and penetrating coverage of Farm Paper 
advertising week to week, and in feature sections, stimulates interest in this 
field as no other medium can. : 

It’s results that count with Farm Publication media — and it’s obvious 
from this accelerating trend that it’s the Farm Publication advertisers in 
Ad Age who are counting them! 
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Trading Stamp 
Boom Continues to 
Boom in Canada 


Ortawa, Ont., Dec. 11—Nothing 
will touch the fire-like spread of 
trading stamps in Canada except 
a full legal blockade by the Su- 
preme Court of the land, in the 
view of many a retailer here. 

Stamps now are being given 
away by at least 20,000 Canadian 
retailers. 

Two giant U. S. companies are 
skimming the cream off this bon- 
anza, and a third, bigger than all 
the others put together, is looking 
the situation over. 

In the shadow of the law, a 
number of small opportunists are 
rushing into stamp schemes— 
some sound, some fly-by-night. 

The big grocery chains, all of 


WINNING PLAN FOR RAPISTAN 


You can’t hardly turn your head 
these days without seeing either a 
ee application of KLEEN- 


. or an ideal op pportun 
to put this superior self-stickin’ ~ 4 
hesive to valuable use! And adver- 
tising and merchandising men once 
bitten by the KLEEN-STIK “bug”’ 
are always on the alert to change 
the latiéer into the —. 


Take page ton pee ATAN. 
Adv. oS. for RAPIDS-STAND- 

ARD C INC., Grand Rapids, 

. Mich. This firm produces top-qual- 

ity conveying equi ment — inter- 

ly famous as the “‘Cadillac”’ 

of the materials handling field. For 

some time they had been trying to 

uct label — would 


Metal name plates? Drilling oma t 
attaching drive screws pro 
? Eliminated Seoeane 
with special cement a t 
—but they wrinkled and tore, pre- 
senting a shabby appesrance. 
yo 
PLAYS witha —_ for using 
KLEENSSTIK, t uper-stickin 
adhesive. Outcome was this two- & 
color silk-ecreened 18" “w 1g 
sticks clean and tight on metal as 
on all other smooth, sur 
No glue, no water, no muss or fuss 
long-lasting prestige. 
Tepes product labels are onl 
ry where KLEEN-STI 
of every type: window streamers, 
shelf edgers, 3-dimensional pieces, 
bumper strips, and lots more. Have 
lection of RLEEN-STIK 
. or write for our free 
\Then-of:the Month service. 
i 


costly. 
of t-i-m-e and (ugh!) mess in ap- 
Soe, Paper labels attached 
made it 
A this time. GERR 
HOTELLING of ACE-HI DIS- 
on KLEEN-STIK 65-lb. 
Silver Foil. True to its name, it 
— goes on in half the time with a 
simple peel-an’-press, and adds 
‘ie modern-day adhesive 
poe produces sales-buildin’ P.O.P. 
your regular silk-screener, printer 
orlit pher show you hie “stand- 
KLEEN-STIK ee 
ma ad a eer Fe ~ 


which have dipped into stamps, 
are rumored to be planning a 
deeper plunge if the law stays 
silent. 


® Here is the way things stand, 
company by company, and the 
way Canadian stamp men are 
moving: 

Gold Star Stamps, Montreal, re- 
ports 8,000 outlets in Quebec, 4,- 
000 in Ontario and the Maritimes. 
The company opened a Toronto 
branch on Bay St. and plans a 
Winnipeg office by Christmas, a 
Vancouver office early next year. 

Superior Premiums, Montreal, 
opened a Toronto office last Feb- 
ruary, a Winnipeg office last 
month. It claims 600 outlets in 
Ontario using its Chanticleer 
stamps, many more in Quebec. 

Belnap & Thompson, Toronto, 
started Blue Chip stamps last 
month in Ottawa for Dominion 
Stores and Loblaw Groceterias 
Co., longstanding customers for 
the company’s premiums. 

Belnap & Thompson has now 
applied for a charter for the B& 
Stamp Co. and is sending out let- 
ters to retailers, offering to pre- 
pare a custom stamp program. 

Superior Sales, Toronto, started 
seven months ago and now reports 
1,200 retailers in Ontario using its 
Black Diamond stamps. The com- 
pany has a scheme for splitting 
up premiums so that a set of 
china dinnerware can be collected 
piece by piece, store by store, 
with small amounts of stamps. 

Lucky Bonus Trading Co., Tor- 
onto, started 10 months ago and 
now reports 1,000 outlets in On- 
tario, including grocers, gas sta- 
tions, hardwares, drug stores. 

Bonnie Bell Sales Co., Windsor, 
started last year among independ- 
ent merchants, has had a Toronto 
branch for four months. 

United Dominion Promotion, 
Montreal, reports 3,000 outlets in 
Quebec, 2,000 in the Maritimes. 

Silver Coupons, Quebec City, 
claims 1,000 outlets. 

These are the better-known 
Canadian stamp companies. But 
many other retail outlets are 
probably served by the operations 
of smaller stamp operators. 

Companies in this field include 

Merchandise Incentives Ltd., Gib- 
raltar Stamp Co. and Downsview 
Merchandising, Toronto; JDV pre- 
miums, Prosperity Premiums, 
Canadian Household Premium Co. 
and Jetons D’Escompte, Montreal; 
Greenlay Enterprises, New Bruns- 
wick; Queen Bee, Fort Frances, 
Ont. 
U. S. stamp companies estab- 
lished in Canada are Gold Bond 
Stamp Co., Minneapolis, and King 
Korn Stamp Co., Chicago. Both 
are serving grocery chains in Ot- 
tawa. Gold Bond is reported mov- 
ing to Toronto next, then into 
Hamilton. 


= The No. 1 stamp company in 
the U. S., Sperry & Hutchinson, 
already has investigated the Can- 
adian market but has been reluc- 
tant to admit it. 

“No decision has been made. 
We have no definite plans,” said 
a company spokesman. 

Everyone in the stamp business 
is watching S&H, the giant whose 
U.S. operation has been measured 
at 60,000 retail aceounts, with 400 
premium redemption centers and 
eight warehouses. 

“When S&H moves to Canada, 
it will mean the law is going to 
stay favorable to trading stamps 
for a long time to come,” is, in 
effect, what everyone is saying. 
Sperry & Hutchinson admits it 
has studied the Canadian law but 
has “reached no conclusion” on 
it. 


® Next move in the stamp busi- 
ness, if the law stays silent, will 
be the formation of a strong as- 
sociation of stamp companies in 
Canada aiming to regulate their 


own activities, mainly to keep the 
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AL FRESCO—T he 
Livestock divi- 
sion of the State 
of Colorado Ad- 
vertising & Pub- 
licity ° Committee 
is planning its 
first National 
Colorado Beef 
Week for Feb. 
2-10. Promotion 
plans include this 
page, scheduled 
for the February 
Holiday and The 
New Yorker, Feb. 
2, and a tie-in kit 
for restaurants, 
clubs and hotels. 
Curt Freiberger 
& Co., Denver, is 
the agency. 


golden goose out of jail. The big 
stamp companies reportedly are 
seared that the fly-by-night op- 
erators already have gone too far. 

Is the law likely to stay silent 
much longer? There is evidence 
that it may not. Ontario’s attor- 
ney general’s department cur- 


Burroughs Named Ad Manager 

Charles E. Burroughs Jr., for- 
merly a member of the retail ad- 
vertising staff of the Philadelphia 
Daily News, has been appointed 
retail advertising manager of the 
newspapers. 


Carbona to Reach, Yates 

Carbona Products Corp., New 
York, has appointed Reach, Yates 
& Mattoon, New York, to handle 
advertising for its Carbona clean- 
ing fluid, soapless lather and Wall- 
Wipe. Newspapers, magazines, car 
cards and spot radio and television 
will be used in future campaigns. 
C. J. Herrick Associates formerly 
handled the account. 


‘TV Guide’ Shifts Two 

James B. Delehanty, manager of 
the Atlanta office of TV Guide, has 
been assigned to the office of the 
national advertising director in 
Philadelphia. Robert H. Sanders, 
formerly manager of the St. Louis 
office, succeeds Mr. Delehanty in 
Atlanta. 


a> 
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CAN'T TIP 
CAN'T STICK 


HABERULE 


Rubber Cement 
DISPENSER 


odjusiments necessary. 
supply store or direct. Only $2.95 


THE HABERULE CO. 
BOX AG-245 - WILTON, CONN. 


rently is investigating the activi- 
ties of one of the less cautious 
stamp companies in Ottawa. 

The Retail Merchants Assn. of 
Canada reportedly still has not 
given up its intention of bringing 
a private prosecution, though few 
believe it will do so. The 40,000- 
member association is fast becom- 
ing split on the stamp issue, with 
some of the leading members 
themselves using stamps. 


Masonite Steps Up ‘57 Push 
With Consumer, Trade Drive 
Masonite Corp., Chicago, plans 
its heaviest ad campaign for 1957— 
representing a budget increase of 
about 33% over 1956. A trade cam- 
paign opens in January, and a con- 
sumer campaign starts in March. A 
color schedule is planned for 
American Home, Better Homes & 
Gardens, Household, Living for 
Young Homemakers and Sunset 
Magazine, supported by b&w pages 
in Family Handyman, Home Main- 
tenance & Improvement, Home 
Modernizing, Popular Mechanics 
and Popular Science. Masonite will 
use two-color ads in trade media 
for the first time in monthly 
spreads in American Lumberman 
and Building Supply News. 
Masonite exterior products will 
be emphasized in the trade cam- 
paign; consumer ads will empha- 
size remodeling and modernization. 
Buchen Co., Chicago, is the agency. 
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Photo Engravings 


COLOR AND BLACK-AND-WHITE } 
DAY AND NIGHT SERVICE ' 


NOW OVER 


1/4 MILLION PEOPLE 


57% ON THE ILLINOIS SIDE 


EAST MOLINE 


where 9 out of 10 families read 
THE DISPATCH or THE ARGUS 


The Rock | Island Argus 
The Moline Dispatch 
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8 Esty Execs 
Join Board in 


‘Rejuvenation’ 


(Continued from Page 1) 
estimated at $2,000,000. 

Added to the current board of 
directors, which includes James J. 
Houlahan, president; E. H. Cum- 
mings, treasurer, and Charles| 
Petersen, financial] director, are| 
George I. Chatfield, exec vp; Wil- | 
liam Strosahl, vp and creative di-| 
rector; Dr. Wallace H. Wulfeck, as- | 
sistant to the president and vp; 
John H. Peace, vp and director of 
media planning; Samuel H. North- 
cross, vp and account executive, 
and formerly head of tv; William 
L. Young, ~p and director of mer- 
chandising; Will P. Booth, vp and 
account supervisor, and George) 
MacGovern, vp and director of 
research. 

The new directors have been 
Esty men from three to 14 years. 
Mr. Strosahl joined Esty 14 years 
ago as an art director; Mr. Peace 
has been at Esty since 1941; Mr. 
Northcross joined seven years ago, 
after work with Young & Rubicam 
and the Gallup Poll; Mr. Booth 
joined Esty in 1953 from Sullivan, 
Stauffer, Colwell & Bayles; and Mr. 
MacGovern joined Esty three years 
ago, was named a vp in ’54, and) 
was formerly director of sales de- 
velopment and services with the 
National Broadcasting Co. 


| 


| 


® The new directors were an- 
nounced while a groundswell of 
rumors rolled up Madison Ave., 
mostly insisting that Esty president 
James Houlahan had arranged to 
sell his stock to the new manage- 
ment group over a period of years, 
a rumor which Esty executives 
wouldn’t discuss. 

With the exception of Dr. Wul- 
feck and Mr. Chatfield, who are in 
their 50s, the agency described all 
other new board members as being 
in their middle 40s or younger. 

The reorganizational move ap- 
parently stemmed from the com- 
bination of an alltime high in bill- 
ings—running about $55,000,000 in 
1956—with the loss of some key 
business. Out of a traditionally 
brief but high-billing list of ac- 
counts, Esty in 1956 dropped Col- 
gate’s Fab, Vel beauty bar, Liquid 
Vel, Rapid Shave, Brisk toothpaste, 
Charmis beauty bar and some un- 
named test products. Also lost were 
one of General Mills’ early entries 
in the pre-sweetened cereal field, 
Sugar Jets, and Softasilk flour and 
the O-Cell-O sponge account. 

In 1955, AA estimated that Esty 
billed $54,000,000. This was up 
from $46,000,000 the year before. 
Ten years ago the agency billed 
$18,000,000. 


® Sole new business which Esty 
picked up this year was Under- 
wood Corp.’s electric and standard 
typewriters and Sundstrand adding 
machines. 

The account, which billed $145,- 
000 in 1955, according to Publishers 
Information Bureau, is expected to 
launch an expanded marketing 
drive in 1957. 

P. Ballantine & Sons, billing 
about $6,000,000, was added to the 
agency in February, 1955. 

Mr. Chatfield, 51, formerly a vp 
at Compton Advertising, joined 
Esty in 1952 to head up the Colgate 
account. A graduate of Massachu- 
setts Institute of Technology, Mr. 
Chatfield broke in to the advertis- 
ing end of the soap business shortly 
after graduation. From 1928 to 
1939, he was assistant to the adver- 
tising manager at Lever Bros. and 
from 1939 to 1946 he was ad man- 
ager for Rinso and Lifebuoy. Be- 
fore coming to Compton in 1951, 
where he was account supervisor 
on Procter & Gamble, Mr, Chat- 
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SPELL APPEAL—There is more to dining value than price alone, says 
Hotel Utah in its series of “ABC” ads currently appearing in Salt 
Lake City newspapers. The primer-type ads tie in each letter with 


a particular selling point—and all ads repeat the motif: 


“Your 


best buy, by far, for family dining.” 


field was a vp at K&E. 

Doc Wulfeck, 58, prior to coming 

to Esty in 1950 was research direc- 
tor for Federal Advertising Agen- 
cy. A Ph. D. in psychopathology at 
Yale (’38) Dr. Wulfeck is chairman 
of the agency’s executive commit- 
tee. 
s Mr. Houlahan, agency president. 
is reported as recently having 
signed a long-term contract to con- 
tinue at the helm of Esty. Mr. 
Houlahan, a graduate of North- 
eastern University, was in the ad- 
vertising department of Lever 
Bros. from 1930 to 1942, when he 
was appointed exec vp of Esty. He 
was elected president of the agency 
in 1947. 


New Armour Units 
to Handle Marketing 
in Decentralization 


(Continued from Page 1) 
These include ham, bacon and sau- 
sage, which currently are handled 
nationally by Tatham-Laird Inc. 
T-L has no West Coast office. 

Ayer, which already has a siz- 
able chunk of Armour business, 
will handle the new regional busi- 
ness through its San Francisco of- 


| fice. An advertising budget for the 


new region reportedly has not been 
approved as yet, AA learned. 
Ayer now handles national ad- 
vertising for Dash dog food, for 
the dairy, poultry and margarine 
division, frosted meats division, re- 
finery division, bakery sales and 
other miscellaneous business. Ar- 
mour has done little or no national 
advertising for ham, bacon and 
sausage for nearly a year. 


# Armour denied a report that the 
company plans to set up a total of 
six regions all over the U.S. and 
that local agencies in these areas 
would be assigned to advertise Ar- 
mour products. The company also 
denied that F. W. Specht, presi- 
dent, and W. S. Shafer, vp in 
charge of trade relations, among 
other executives, were planning to 
resign. 

Because of its distance from Chi- 
cago, the West Coast has always 
been Armour’s principal headache, 
because of spotty distribution. Pro- 
curement, advertising and other 
business problems are different in 
this area, the company feels. 


Brudno & Bailey Names Three 

Robert McNiff, formerly produc- 
tion manager at Chartmakers Inc., 
has joined Brudno & Bailey Inc., 
Westfield, N. J., in a similar ca- 
pacity. Richard Schmand, at one 
time with Phillips Advertising be- 
fore recently completing four years 
with the U. S. Air Force, has been 
appointed to the art staff of the 
agency. Jim Shean has joined the 
copy department. He was former- 
ly with Walt Disney Productions 
Inc., New York. 


McGraw Is New Ad 
Sales Head of Three 
McGraw-Hill Books 


New York, Dec. 13—Donald C. 
McGraw Jr., assistant director of 
advertising sales, McGraw-Hill 
Publishing Co., has been appoint- 
ed advertising sales manager of 
the company’s publications Coal 
Age, Engineering & Mining Jour- 
nal and E&MJ’s Metal & Mineral 
Markets, effective Jan. 1. 

Mr. McGraw, son of the com- 
pany’s president, attended the 
College of William and Mary and 
the Carnegie Institute of Tech- 
nology, and served on active duty 
in the U. S. Naval Reserve for four 
years. He joined McGraw-Hill in 
August, 1950, after having been 
associated with G. M. Basford Co. 
and with Flower Grower as an 
advertising representative. At Mc- 
Graw-Hill, he has been an adver- 
tising salesman in the ‘Atlantic 
district for Product Engineering, 
associate manager of the eastern 
district, and assistant director of 
advertising sales. 

William D. Lanier Jr., south- 
eastern division manager, will 
succeed Mr. McGraw ag assistant 
to the director of advertising 
sales. Mr. Lanier is a graduate of 
the U. S. Naval Academy, and 
joined McGraw-Hill in 1947 on 
the promotion and research staff 
of Aviation Week. The following 
year he was transferred to the 
advertising staff of the Los An- 
geles office. He resigned in 1951 
to enter a family business. In 1954 
he rejoined McGraw-Hill as an 
advertising salesman in the com- 
pany’s Atlanta office, and he has 
been southeastern division mana- 
ger since last March. 


# James Girdwood, since 1950 a 
member of the sales staff of 
Electronics, has been named 
advertising sales manager of 
McGraw-Hill’s Electronics & Nu- 
cleonics, effective Jan. 1. He suc- 
ceeds Wallace B. Blood, who is re- 
tiring. 

Following his graduation from 
the University of Maine in 1942, 
Mr. Girdwood did graduate work 
in electronic engineering at Harv- 
ard graduate school and Massa- 
chusetts Institute of Technology. 
During World War II, he served 
as an electronics officer in the 
U. S. Marine Corps. He joined Mc- 
Graw-Hill in 1948 in the classified 
advertising department. Since 
1950, he has been on the sales 
staff of Electronics. 


Dickson Plans PR Company 

Virginia Dickson, publicity and 
public relations director of Cata- 
lina Inc., New York, for the past 
three and one-half years, has re- 
signed, effective Jan. 1, and will 
open her own publicity and promo- 
tion business. 


Union Oil Drops 
Outdoor Medium 
as Auto ‘Hazard’ 


(Continued from Page 1) 
door Advertising, state organiza- 
tion of outdoor advertising plant 
owners, immediately took issue 
with Mr. Taylor’s statement that 
consideration of traffic safety 
caused Union Oil to discontinue 
outdoor advertising. 


® The council listed traffic safety 
authorities in rebuttal. It quoted 
J. Carl McMonagle, president of 
the Institute of Traffic Engineers, 
who spoke before the Outdoor Ad- 
vertising Assn. of America here 
last month. Mr. McMonagle said 
in effect that the results of many 
scientific studies show that outdoor 
advertising signs relieve driving 
monotony, and thus add to highway 
safety. 

Another authority cited by the 
council was Dr. A. R. Lauer, a 
professor of psychology and direc- 
tor of the driving laboratory at 
Iowa State College. Using accepted 
scientific devices and mathematical 
techniques on hundreds of college 
student drivers, Dr. Lauer, the 
council points out, found that ad- 
vertising signs tend to make driv- 
ers more alert and efficient. The 
professor also analyzed Michigan 
highway department accident rec- 
ords and reportedly found a nega- 
tive correlation between advertis- 
ing signs and accidents. 
~-Fhe council pointed to a survey 
made by national insurance com- 
panies. “Not a single insurance 
company could find in its records 
any case where outdoor advertising 
was the cause of an accident.” 

And it referred to its code of 
standard practice, which requires 
all members to refrain from erect- 
ing their advertising structures, re- 
gardless of zoning, in areas of un- 
usual natural scenic beauty. It 
further stated that its advertising 
structures are built only in those 
areas where business or industry 
is also permitted. 


8 In Chicago, Karl L. Ghaster, 
general manager of the industry’s 
national trade group, Outdoor Ad- 
vertising Assn. of America, re- 
gretted that “after 27 years of 
cordial relations” Union Oil had 
announced its outdoor cancelation 
“in such unfortunate terms.” 

“While every advertiser is en- 
titled to a change in advertising 
policy,” he said, “we do not under- 
stand why Mr. Taylor’s statement 
was issued so far after the fact.” 

Mr. Ghaster denied Mr. Taylor’s 
“traffic hazard” charges and also 
challenged the oil man’s argument 
that public feeling is rising against 
outdoor advertising. “The propa- 
ganda which is directed against 
outdoor advertising comes from a 
vociferous minority which is con- 
cerned chiefly with the control or 
abolition of all roadside business,” 
he warned. “And certainly, gaso- 
line stations come under the 
category of roadside businesses.” 

The OAAA also quoted Earl F. 
Campbell, director of the Cali- 
fornia Traffic Safety Foundation, 
San Francisco, on. the positive 
virtues of outdoor advertising in 
reducing traffic accidents. Mr. 
Campbeii said that his organiza- 
tion—a confederaticn of 22 traffic 
safety groups in the state, includ- 
ing that of the state government— 
has just placed an order for 425 
outdoor posters to advertise safety 
to moiorists. 


OIL MEN SAY UNION 
HAD ‘OTHER REASONS’ 

New York, Dec. 13—Oil industry 
advertising people here are of the 


opinion that Union Oil Co.’s dis- 


aay Spe = o> 


continuance of outdoor advertising 
in 1957 was caused by something 
more than the reasons given by 
Reese H. Taylor, the company’s 
chairman. 

A prominent oil man, who re- © 
fused to allow his name to be used, 
told AA that there “are political 
reasons behind Union Oil’s pull- 
ing out of outdoor.” What these 
are, he said, he “didn’t feel at 
liberty to say,” but he intimated 
that they were connected with 
“recent political developments out 
on the Coast.” 

Other oil company executives 
expressed surprise at the reasons 
given by Mr. Taylor for canceling 
Union Oil Co.’s outdoor advertis- 
ing. 

Donald W. Stewart, advertising 
manager of the Texas Co., told 
AA that he found it difficult to 
believe that “the reasons given are 
the real ones.” He expressed sur- 
prise that an oil company would 
discontinue use of the outdoor me- 
dium. 
® “The Pacific Coast,” he said, ‘“‘is 
a natural place for outdoor adver- 
tising. Everybody drives. I can’t 
agree,” Mr. Stewart said, “that out- 
door advertising is a traffic hazard. 
We've never found it so.” 

As for outdoor signs hurting 
scenic beauties along the highways, 
Mr. Stewart said no advertising 
manager worth his salt would use 
panels in locations that would mar 
scenic views. “It just isn’t done,” 
he said. “If we ever had any com- 
plaints on that score we’d correct 
it at once.” 

Paul Gosman, manager of ad- 
vertising for Socony Mobil Oil 
Co., said he believe? any oil com- 
pany should be a prime user of 
outdoor. “The reasons given by 
Union Oil Co.,” he said, “are the 
same ones that have been advanced 
for 25 years. And they just don’t 
stand up. Outdoor panels are less 
of a hazard than they have ever 
been. The auto itself is a hazard, 
but you wouldn’t abolish cars for 
that reason, would you? Besides,” 
Mr. Gosman said, “outdoor adver- 
tising is directed at many other 
people besides motorists. It also 
reaches millions of pedestrians.” 


® James J. Delaney, advertising 
manager of Sinclair Refining Co., 
said that he was unfamiliar with 
conditions on the Pacific Coast, but 
that apparently “there must be 
more in Union Oil’s cancelation of 
its outdoor program than meets the 
eye.” Sinclair, Mr. Delaney said, 
is continuing with a strong outdoor 
program through 1957, “because 
we find it one of the easiest and 
most satisfactory methods that we 
can use to get our messages across 
to the public.” 

R. M. Gray, advertising manager 
of Esso Standard Oil Co., declared 
that Union Oil’s decision to dis- 
continue outdoor advertising was 
the business of that company alone. 
“We have no comment tc make on 
it,” he said. S. L. Frost, advertising 
supervisor of Tidewater Associated 
Oil Co., and Wesiey I. Nunn, ad- 
vertising manager of Standard Oil 
Co. (Indiana), also had no com- 
ment. 

Warner Moore, president of Out- 
door Advertising Inc., the medi- 
um’s national sales organization, 
declined comment except to cite a 
statement of the California Coun- 
cil of Outdoor Advertising as an 
adequate presentation of the indus- 


try’s position. 


Caruso Forms PR Company 

Charles C. Caruso has resigned 
as publicity director of Harold 
Cabot & Co., Boston agency,. to 
open his own public relations 
company, Charles C. Caruso & As- 
sociates, with offices at 77 Sum- 
mer St., Boston. 


Sloane-Stoll Moves Oftice 
Sloane-Stoll Inc., New York 
agency,.has moved its offices to 


296 Fifth Ave. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lewer case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 
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HELP WANTED 


Immediate Oppertenity IN CHICAGO 
A top-notch industrial advertising sales- 
man capable of filling a Ko good occur- 
ring because present inc 
ful he is being promoted to home office 
top Management. 

Established billing now on contract as- 

sures immediate high-level income. Stable 

advertisers of long standing. Excellent 

potential in area. 

Publication regularly among top month- 

lies in the country. Generally recognized 

for high editorial performance, sound cir- 

culation structure. S well 

ed with excellent promotion and market 

research. 

Stability and sound work habits im 

tive. Advertising experience essential be- 

cause opening immediate. Age 32-40. Our 

own staff advised. Your reply confidential 
Box 9167, ADVERTISING AG 

480 Lexington "Avenue, New York 17, N.Y. 


JOB MARKET 


or 
CREATIVE TALENT 
ADMINISTRATIVE 
MOLENE 
Bankers Bidg. ‘ 
SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service iocal and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
y in the direct mail advertising field. 
The right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 9132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES PROMOTION MANAGER 
Location South. Outstanding opportunity 
in long established quality department 
store which is expanding. Department 
store experience necessary. Salary open. 
Give complete details your background in 
ly. Box 9179, ADVERTISING AGE 
Lexington Avenue, New York 17, N.Y. 


OUTSTANDING 


WEST COAST 
OPPORTUNITY 


FOR STRONG 
ASSISTANT SALES 
MANAGER 


We are looking for a capable, 
experienced assistant sales man- 
ager. He will occupy an execu- 
tive slot in a growing West Coast 
brewery. Here the right man 
will have an opportunity to as- 
sume broad responsibilities in 
team work with congenial, ag- 
gressive merchandising and sales 
executives. He is between 26 and 
35 now; has a good business 
background and a healthy past. 
_ He can quickly prove his ability 
to create practical sales ideas 
and follow them through suc- 
cessfully. 
He will enjoy unusually gener- 
ous employee benefits and will 
start with an above-average 
salary, a generous expense ac- 
count and a company-owned 
car. He will enjoy living in a 
modern community—where fin- 
est outdoor recreational facili- 
ties are only minutes away. 


The man we are looking for 
will have strong consumer pack- 
age goods experience; a brewery 
background is helpful, but not 
essential. He will be backed by 
a powerful advertising campaign 
in television, radio, newspaper 
and outdoor. 

Your resume with recent snap- 
shot will be seen only by the 
executive heads of the business. 
It will, of course, be held in 
complete confidence; and will 
be returned if you request so. 
This is an outstanding oppor- 
tunity for an experienced young 
man on his way up. If you are 
not personally ~ ee won't 
you clip this ad and pass it 
along to a qualified friend. 


Address Box 375 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


HELP WANTED 
WANTED-CIRCULATION 
FULLFILLMENT MANAGER 
Professional journal with 9000 ABC cir- 
culation wants mature woman for perma- 
nent position. Must know ABC routine and 
owen handle order entering etc. No 
eavy mailing or promotional work. Pleas- 
ant quiet office in Evanston-one block 
from stations. Good assistant now ready 
to step up will be considered if ambitious 
and can show good past record. Easy job 
for good worker. Publisher is former cir- 
culation man. Send brief resume past and 
present work for serious immediate con- 
sideration. Write PUBLISHER, Box 872, 

Evanston, Illinois. 

REGISTER WITH US FOR BETTER 
POSITIONS! Nationwide service. 
COMMERCIAL EMPLOYMENT, 

652 Chestnut St., Gadsden, Ala. 
Oo R-S oO 


with 
TRADE PAPER OR BOOK 
PUBLISHING EXPERIENCE 
Medical publisher in Evanston needs ma- 
ture experienced woman capable of han- 
dling simple set of books under supervi- 
sion of CPA and take care of entering and 
billing orders for books. Must take simple 
dictation and be good on typing form let- 
ters. No shipping or heavy work. Pleasant 
small office one block from stations. Fine 
opportunity for northshore resident to 
get away from transportation arid meal- 
time problems in city—other employees 
eat in. Send brief resume of past and cur- 
rent work for immediate interview to— 
PUBLISHER, Box 872, Evanston, Illinois. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha. 7-1991 Chicago 


I NEED A 
BRILLIANT GIRL WRITER 

—with Newsmagazine or Advertising Jour- 
nal experience who knows how to organ- 
ize round-up stories, conduct an interview 
that will get the facts needed and then 
after careful research produce a story with 
significance and ciarity. Activities con- 
fined to medical field and medical expe- 
rence or knowledge useful but not re- 
quired. Must also double as assistant man- 
aging editor and be able to edit and digest 
news copy. Don't apply unless you have 
something on the ball. Age, color of hair 
or sex appeal not considered assets—only 
consideration is ability, application to 
work and output. Pleasant quiet office in 
Evanston—one block from all stations. 
Fine opportunity for northshore resident 
who wants to get out of the loop ratrace. 
You will be paid ALL you are worth. If 
you are a take-charge type of person 
with ingenuity you will get immediate 
serious consideration if you will send a 
brief resume and any samples you can get 
in a No. 10 envelope to—PUBLISHER, Bex 
872, Evansten, Illinois. 


HELP WANTED 


COPYWRITER 
We're looking for a man with at least 
three years of agency experience. He must 
be able to write well and easily, to con- 
ceive and implement basic ideas and com- 
Lary campaign plans. He must be at home 
both consumer and industrial copy. 
We can offer such a man an excellent 
position in a fast growing, medium-sized 
Chicago agency located on Michigan Ave. 
Please give us all the necessary details, 
including your salary requirements in 
your first letter. 
Box No. 9182, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 
CREATIVE COPY ~- (Agriculture) 
A real opportunity for a young man with 
3 or 4 years writing experience with mid- 
west advertising agency. Should have 
some knowledge production, and be 
able to write collateral material, besides 
publication and radio. _. complete 
resume ary salary desired 
Box 9 ADVERTISING AGE 
200 E. Tilinots St., Chicago 11, Illinois 
SPACE SALES 
Executive sales position with leading 
metals publication for man with industrial 
space sales or metals background. Creative 
sales ability necessary. Pittsburgh area. 
Strong base pay plus commission and ex- 
penses. Our aye om ey know of this ad. 
Send complete res 
Box 9184, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
ADVERTISING ASSISTANT 
Young man to handle production, with 
later opportunity for sales in small trade 
oe 1" an draft status. 
Box ADVERTISING AGE 
200 E. Miinsis St., Chicago 11, Illinois 
OPPORTUNITY IN FLORIDA 
FOR COPYWRITER 
We want a versatile ad man whose main 
forte is effective consumer ad writing for 
print media principally. Five years mini- 
mum agency background is essential. We 
prefer someone now working in a 
medium-sized agency as a member of the 
creative team, either as a copy chief or 
asistant. Client contact and ability to plan 
and write a full campaign from scratch to 
presentation, including marketing and 
media knowledge, are requirements. Start- 
ing salary, while open, would probably 
call for some sacrifice on northern scale. 
Write in detail, giving resume of employ- 
ment, schooling, anything else you feel 
essential, and state your present income. 
Also give phone number where you can be 
reached. The location of this agency offers 
excellent recreational advantages as well 
as attractive living conditions. 
Box 9185, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Assistant Advertising Manager for leading 
plastics company. Here is a challenging 
position for a man 24 to 35 with 3 to 4 
years experience in advertising merchan- 
dising and sales. 

At least two of these years should have 
been in sales. Responsibilities will cover 
all phases of advertising, merchandising, 
sales promotion, packaging, direct mail 
and research. 

This man must be tops in potential and 
be willing to work hard towards rapid 
advancement. 

This company manufactures a full line 
of consumer and industrial products na- 
tionally — ty one of the fasi. it growing 


YOUNG AD MAN 

If you're a young man who may be short 
on experience, but long on ability, energy 
and ambition, this may be the step up 
you've been looking for. You will do some 
copy, client service and make market 
studies for our medium-sized Chicago 
agency. You must be able to write, think 
and werk. Tell us all about yourself in 
your first letter. 

Box No. 9180, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


VITAMIN SALES CO., LOS ANGELES, CAL- 
IFORNIA—Established dealers national! iy 
and in 35 foreign countries. Entirely ma 

sales. Nets coasting owner over $1500 a 
month. Complete going business, eight 
year old copyrighted label. immense ex- 
pansion possible. By forces now prepaid 
and in motion included inventory will re- 
turn —s mg & — we ng Bri = a ie 000 


200 ‘e *iilinole'§ St., ig 1 fuente 


ADVERTISING 
SPECIALIST 


An unusually appealing 
opportunity for a person 
interested in directing 
and coordinating the 
nation-wide advertising 
operation of a major 
East Coast aircraft manu- 
facturer. 


Salary to 
$9,000 a year. 


Replies handled in 
strictest confidence. 


WRITE BOX No. 380 
Advertising Age 


480 Lexington Ave. 
New York 17, N. Y. 


Starting pH. is $6000.00 plus, po 
ing on experience. Many company 

a Location is just outside Rochester, 
This is an exciting opportunity for an 
ambitious man. Send letter and resume. 
Box 9188, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 


ART MANAGER ASSISTANT 
We are looking for a first class person— 
skills are distinctly secondary. You must 
be intelligent, responsible exact; with a 
fair knowledge of production and ability 
to do clean paste-up. Your roughs will ex- 
press good taste and strength; you need do 
no finishes. A small amount of secretarial 
and writing talent will be helpful. You 
will be a key person in a small, successful 
organization and have great independence. 
Age, color, religion, education are irrele- 
vant, although we prefer a woman. Salary 
> Bg hn should be a resident of this 

Ple write—<don’t send samples. 
THE TECHNICS COMPANY, 200 W. 7th, 
ST., PLAINFIELD, N.J. 

ACCOUNT EXECUTIVE 
If you have some billing and want to make 
a connection wth an aggressive, creative 
agency, we have a fine opportunity avail- 
able. We aman to Pp service our 
own accounts and to work with us in 
developing new business. Chicago-Mich- 
igan Ave. location. 
Box No. 9181, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANTED 
PUBLISHERS REPRESENTATIVES 
outs new industrial trade aap, 
,000 circulation, — vy isher’s 


for New Cleve- 
Give éetatls in includ 

cations now 

epresentative, lve,” 1228 


So. Flower St. tos hoe 


Advertising Age, December 17, 1956 


POSTITIONS WANTED 


REPRESENTATIVES AVAILABLE 


LOOKING FOR HELP? Write us! 


COMMERCIAL EMPLOYMENT, 

652 Chestnut St., Gadsden, Ala. 

ASST AD MGR - INDL - NYC 

Ad Mgr, want another right hand? 

that creates as well as administrates? 

Look into this! Resume, samples, inter- 

view, yours for a letter—write 

K. R. Roberts, RFD, Putnam Valley, NY 

YOUNG AD MAN 

Avail. Immed. to agcy. 74 baa Exp. in TV 

Prod. Nspr. 1 Has sketch- 

ing talent. Film — A Highiy adaptable. 
x 9189, AD TISING AGE 

200 E. Illinois St., Chicago 11, Lllinois 
PUBLIC RELATIONS 

15 years publicity, newspaper, magazine, 

engineering, experience, create and carry 

out special events; plan, write and place 

releases and features, for consumer, in- 

in all media 


Mr. 


480 Lexington Avenue, New York 17, N.Y. 
CREATIVE LAYOUT & ART DIRECTION 
Fully exper. man with modern flair seeks 
perm. or free lance spot in Chgo. agency. 
Box 9191, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE LANCE WRITER 
Creator, Planner, Writer, Skilled, prolific. 
Industrial, Food, Mail Order experience 
ae Ad Campaigns, Publicity, Direct 
Mail. On Assignment or Retainer. 
‘Box 9192, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 


Season's Greetings 
Sincere wishes for a Merry Xmas 
and Happy New Year to all the 
nice folks I was privileged to 
represent during 1956. 

May uch good health, good 
fortune and personal happiness 


come your way in 1957. 
RGE E. PYLK. 


AS 
Executive Advertising Consultant 
abash 

202 S. State 
WAbash 


Chicago 4 


eteeeeeeeeeeeeeeeeeeeeee 
. EXECUTIVE: RADIO-TV-ADVERTISING 

e@ Desire position in TV-Radio dept. of Ad 
@ Agency or Indust. Corp. Over 10 

@ exp. in TV and Radio st all p 

@ of creative production and tre 
© Complete know-how Advertising: Radio 
© Newspaper, Direct Mall. Copy, contact, 

© Time & Space Buying. ~ jelocate Avail- 
© able immediately! nue 
, Age. 200 E. illinois St. Slee? 11 


LsGasuessces 


COPYWRITER 
for Cleveland office of 
McCann-Erickson 


An opportunity for a well-experi- 
enced copywriter to develop cam- 
paig for ts where high 
creativity is essential . . . and ap- 
preciated. 
Write—Creative Director 
McCann-Erickson 

335 Euclid Ave., Cleveland 14, Ohio 


YOUNG 
ADVERTISING 
MAN 
Housewares Experience 


Growing New York agency has 
a challenging job for an adver- 
tising man with housewares 
background. As assistant ac- 
count executive, he will contact 


market, write ad plans, spark- 

<a =e 

cellent opportuni ior an 
experienced 


way up. 
AGE, 480 
York 17, New 


wi 


ing of $7,200 
BOX 381 


Young Consumer Copywriter 


Well-established upper-bracket growing agency in Northern 
Indiana needs a young print copywriter with several 
agency experience on consumer accounts. 
de range of interests, and ability to write intelligently on 

a variety of accounts essential. Must be able to work well 
with others, uhder competent direction, and treat inte 1 omg 
from full-color ads to 2-inch black and white with eq 

If you would rather write ads than do anything else and 
can demonstrate your ability to think straight and write 
convincingly, we offer excellent family living conditions and 
exceptional growth potential, including opportunit 
the major writer on important national accounts. 
salary—but what are you worth? \A snapshot 
with your resumé would be helpful. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


years 
Good bechetiend. 


to become 
e’re think- 


PUBLISHERS OPPORTUNITY—Young, 
college, extremely creative and aggressive 
representative seeks publication to repre- 
sent in New York City and entire north- 
east. Top producing record on consumer, 
trade, farm publications. Will show proof. 
Take advantage of my top agency and 
company contacts, fine reputation, youth, 
energy and ambition. 
Box 9128, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 


MISCELLANEOUS 
PERSONAL NOTICE 
Tyrone: If your agency has a client that 
packs a free flowing, dry solid, 
contact me at once. We have just 
perfected an automatic measur- 
ing device that dispenses pre- 
determined quantities with each 
pour. It’s a simple gadget that 
costs a fraction of a cent. Adds 
up to a gal pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account (or 
prospective accounts) if you pre- 
sent it first. Call, write or wire 
me at United States Metered Con- 
tainer Corp., 517 Madison Ave., 
New York 22, N.Y. PLaza 1-0642. 
Stan 
FLORIDA MAILING LISTS 
Business - Professional - Residential 
HT Hess & Co., Box 2467, Orlando, Fila. 
PACE REPS, SALESMEN 
HERE'S NEW INCOME FROM OLD, 
NEW ACCOUNTS 
Give your customers 4-color process in- 
— for trade pubs .. . amazingly low 
. . also full color mailers, cards, 
EE materials for all campaigns 
. . « low cost. liberal commissions 
excellent service. Write ENCORE LITHO. 
52 East 19 Street, New York City. 


SALESMAN FOR 
LEADING BUSINESS 
PUBLICATION 


rable 

. if you are thorough! 
grounded in all phases of advertising and 
sales promotion, including graphic arts 
Production, and have other selling ex- 
perience and/or aptitude. Wonderful op- 
y for right young man. Salary. 
ons, traveling expenses, plus ali 

ee f room f 


Box 369. ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ml. 


ARTISTS 
Weary of Big-City Grind? 
OPPORTUNITY 


with 
Aggressive AAAA Agency 

- in Southern Office 
jon-supervisory ition for top- 
flight layout ib-comin. ant 
comprehensives, design; some = 
ished art. Submit resume, salary 
requirements, proofs or tear sheets 
of work you have created to: 
Box 378 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


Our 45th Year 
eo ey: od al oH 


be unconventional 


GLADER CORPORATION 
“The Tn gy A Ne. 


Don H. 
110 S. ) A. --- CE 6-5353 Chicago 


Advertising Agency 
interest desired 


Our principal wishes to pur- 
chase strong minority interest 
in New York City or New 
Jersey (particularly Union 
County) Advertising Agency. 
Agency may be any size un- 
der $1,000,000 and must have 
ambitious young personnel of 
absolute integrity. The Tech- 
nics Co., 200 W. 7th St., Plain- 
field, N. J. PLfd. 7-1704. 


CHICAGO 
ADVERTISING AGENCY 
% Whether you are the head 
of an agency or one of the men 
behind the desks, we may be 
able to help you—and it won’t 
cost you a cent! 
a PROFESSIONAL 


at publicity ‘agencies, ‘newspapers 
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Hit ‘Color Road,’ Not Film Detour, 
Sarnoff Urges at NBC Birthday Party 


(Continued from Page 3) 

to play each film over and over 
again in order to recoup his costs. 
These packages, of course, include 
some fine pictures, which promise 
good first-play ratings. But what 
about all the Grade B, C and D 
films in the package? How much 
audience will they hold when they 
have been run and re-run and 
run again? 


s “And if most broadcasters take 
that route, where will the industry 
be when the end of the road is 
reached two or three years from 
now? Or will television by then 
have surrendered itself to the Hol- 
lywood film makers as its main 
source of new product? 

“Today, television broadcasting 
is at a crossroads. One fork has 
color signposts and points to pro- 
gramming created for the medium 
itself, with emphasis on live serv- 
ice. The other fork follows a de- 
tour to a reservoir of motion pic- 
ture film built up over the past 
20 years. 

“At NBC we shall continue our 
emphasis on live television, on 
fresh new programs designed for 
the medium and on the develop- 
ment of color ... We will, of 
course, continue to draw from all 
creative sources, film as well as 
live, in an effort to get the finest 
programming available. 

“But we will not surrender our 
conviction that an NBC opera pro- 
duction, a ‘Wide, Wide World,’ 
a ‘Jack and the Beanstalk’ or a 
‘Festival of Music’ is more mean- 
ingful to the ultimate cause of 
good television than the finest 
film turned out by Hollywood for 
theatrical release,” Mr. Sarnoff 
said. 


® The NBC president went on to 
point out how the overloading of 
the airwaves with feature films 
could weaken the network struc- 
ture: 

“Every network affiliate should 
reflect on the likely results of 
loading schedules with feature 
films—particularly if use of this 
temporary product leads to dis- 
placement of network programs,” 
he said. “If such a trend results 
in curtailing the networks’ access 
to the air, they will be deprived 
of the resources and the oppor- 
tunities to move ahead in crea- 
tive programming. 


s “Not only will entertainment 
shows be affected, but also cul- 
tural and informational programs 
that are part of the broad network 
service and that are not offered 
by any other program service. 

“Ultimately the Hollywood 
movie makers might replace their 
former 40,000 theatrical outlets 
with the nation’s 40,000,000 or 
more tv sets. If they do, television 
as a communications service will 
ride a toboggan of decline.” 

The film influx, plus the rise of 
the third network and the result- 
ant wider audience spread, places 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 NM. LaGALLE. CHICAGO 1LINOIs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
The Midwest's 


evtstanding placement 
service for Adv. - Art & 
allied fields. 
appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6- 
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a special premium on developing 
and refreshing the creative re- 
sources within television itself, 
Mr. Sarnoff continued. Above all, 
he said, it places a premium on 
color. Color is the booster charge 
for our fourth decade, with 95% 
of al] U. S. tv homes now within 
reach of color signals, he pointed 
out. 


® Radio affiliates in attendance at 
the convention were assured that 
NBC is one radio network which 
has “no intention of hoisting the 
white flag.” The head of the com- 
pany said he is encouraged by the 
solid support the network’s new 
proposals have received from af- 
filiates. 

There was no direct reference 
to NBC’s troubles vith the Jus- 
tice Department, which has filed 
an anti-trust complaint against 
the network and its parent com- 
pany, RCA (AA, Dec. 10). 

But Mr. Sarnoff could have had 
this, among cther things, in the 
back of his mind when he said, 
“It is ironic that a service of such 
value and potential, with such an 
vutstanding track record over 30 
years, should find itself so little 
understood at. the time of its 
greatest success ... 

“Public sensitivity toward 
broadcasting is truly the eighth 
wonder of the world. Jimmy Du- 
rante once said that ‘everybody 
wants to get into the act.’ He 
must have been thinking of the 
networks in 1956 when he said it. 

“Congressional investigations, 
inquiries by public agencies and 
demands by other television inter- 
ests have come faster than free 
plugs on a Bob Hope show . 


= “I am not sending out distress 
signals when I make this state- 
ment. A communications service 
of such enormous importance, en- 
tering so deeply into the daily life 
of the people, naturally attracts 
public and _ official attention. 
Much of the hubbub, in fact, prob- 
ably can be traced to our own 
doorstep. 

“For I suspect we networks 
have failed to convey a proper 
understanding of what we are and 
how we operate to three basic 
groups: the public, the govern- 
ment and the press ... 

“There is really only one issue: 
Will the public be hurt or helped 
if the network system is disman- 
tled? When all the facts are 
weighed on the scales of public 
interest, I am sure the balance 
will be heavily in favor of the 
present network structure. But 
the congressional and FCC studies 
demonstrate that it is not only 
important for broadcasting’s con- 
tributions to be recognized; it is 
even more important that the op- 
eration of this complex business 
be understood. 

“If the current investigations 
produce that one result, they will 
be well worth all the time and 
labor invested by the government 
agencies and the networks them- 
selves.” 


Scolaro, Meeker Adds One 

Scolaro, Meeker & Scott, pub- 
lishers’ representative, with offi- 
ces in Detroit, New York, Chicago 
and Philadelphia, has been ap- 
pointed to represent the Pontiac 
Press, Pontiac, Mich., effective 
Jan. 1. In Los Angeles and San 
Francisco, representation will be 
through its affiliated organization, 
Doyle & Hawley. 


Collins Joins McCarty Co. 
Edmond D. Collins, formerly 

with Hicks & Greist, has joined 

the art department of McCarty 


Co., New York. 
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SAMPLES ATTACHED—The non-blind can find out what Braille print- 

ing is like on this outdoor poster currently on view in historic 

Boston Common. The poster was donated to the Braille Press for its 

annual Christmas appeal by John Donnelly & Sons, Boston out- 
door company. 


‘Journalism with Pictures’ Inspiration 
Sparked ‘Look’s Birth 20 Years Ago 


(Continued from Page 2) 
profits in any given year” are to 
be “plowed back” into Look. 


® Mr. Cowles and his staff could 
look back, last September, to some 
fancy figures. . . in 1946, Look 
ranked 13th among all magazines 
in ad revenue. But the ranking now 
is 4th. In 1946 the revenue came 
to $23,861,936; for 1956 the figure 
looks like $34,336,000. Look says 
it is the only magazine in the ma- 
jor weekly field whose ad revenue 
has increased each postwar year. 

Look’s success—like anyone 
else’s—is based on people. With 
Mike Cowles on the board are 
Marvin Whatmore, vp and general 
manager; Vern Myers, vp and pub- 
lisher; Dan Mich, vp and editorial 
director; John Harding, vp and 
general counsel; S. O. Shapiro, vp 
and circulation director, and Don 
Perkins, vp and advertising direc- 
tor. 

The magazine’s advertising 
bosses came on the scene in this 
order—Ned Doyle, from the begin- 
ning to July, 1940; George McGov- 
ern (now vp in charge of research 
for William Esty Co.) was sales 
manager and the late Tom Falvey 
was ad manager from mid-1940 to 
April, 1941. Next ad manager was 
Warren Mayers, now with New 
Homes Guide. He stayed to June, 
1947, when Mr. Perkins took over. 
In 1950, Mr. Perkins was named 
ad director and a year later a vp. 
Larry Hanson has been ad mana- 
ger since 1951. 


s Look came about like this: 

Mike and John Cowles were con- 
vinced, in the ’20s, that reading 
tastes did not vary so much as 
most editors supposed. The con- 
viction seemed to be borne out by 
a piece of Gallup research done 
for the Cowles brothers on the Des 
Moines Register & Tribune. 

Gallup, then a graduate student 
of psychology and a graduate in- 
structor in the journalism school 
of the University of Iowa, made a 
survey of newspaper readers. It 
showed that pictures ranked high 
in reader interest—and that pic- 
tures related to each other ranked 
even higher. So the Cowles began 
experimenting with picture stories 
on their papers. 

It worked out that everybody 
seemed to be interested in virtually 
everything in the papers—provid- 
ed it was presented in the right 
way. The picture-journalism ex- 
periments resulted in a 50% boost 
in the Sunday Register’s circula- 
tion. 

Next came the idea for a gener- 
al magazine that would cover a 
broad field via the picture-journal- 


ism approach. A small group of 
people on the Register & Tribune 
started developing such a maga- 
zine. Mike Cowles christened it 
Look. 


Cigar Institute Elects 
Eugene Raymond President 
Eugene Raymond, who has been 
with the Cigar Institute of America 
since its inception in 1940, and 
managing director for the last six 
years, has been 
named president. 
He continues also 
as managing di- 
rector. He suc- 
ceeds Walter K. 
Lyon, Penn State 
Cigar Co., who 
becomes board 
chairman. How- 
jard S. Cullman, 
former chairman, 
Eugene Raymond becomes honor- 
ary chairman. 
Other new officers are Philip 
L. Bondy, Garcia y Vega, vp; 
Charles Regensburg, Regensburg & 
Son, treasurer, and Samuel Blum- 
berg, attorney, secretary. 


Carpet Manufacturer Names 
Galbraith-Hottman Advertising 

Archibald Holmes & Son, Phila- 
delphia, carpet manufacturer, has 
named Galbraith-Hoffman Ad- 
vertising, New York, to handle its 
advertising. The account was pre- 
viously handled by Lee Ramsdell 
& Co., Philadelphia. 

As part of its 100th anniversary 
celebration in 1957, the company 
is scheduling a four-color con- 
sumer magazine campaign, be- 
ginning in the March issues of 
House Beautiful and Vogue and 
also running in the April issue of 
House & Garden and the April 
6 issue of The New Yorker. 


London Group Names Doremus 
The London’ Group of property 
insurance companies has appoint- 
ed Doremus & Co., New York, to 
handle advertising and public re- 
lations for its three member com- 
panies in the U. S.—London As- 
surance, Manhattan Fire & Marine 
Insurance Co. and Guarantee In- 
surance Co. London Assurance, 
parent company of the group, is 
the second oldest capital stock in- 
surance company in the world. 


Weiss Joins ‘TV Guide’ 

Lane Weiss, formerly manager 
of mail order service for Vogue 
and House & Garden, Los Angeles, 
has joined the San Francisco staff 
of TV Guide as an advertising rep- 
resentative. 


Appliances Face 
Balky Buyers in 
57, Says Cheyney 


(Continued from Page 2) 

not all come cut of the retailers, 
and that it cannot forever be 
passed on to consumers in con- 
tinuing higher and higher prices. 

“The feeling that increased fac- 
tory wages, unaccompanied by in- 
creased manpower productivity, 
can be paid without any dampen- 
ing effect upon sales at the factory 
level, indeed may be rudely chal- 
lenged before 1957 is finished.” 


s Paul E. Herzog, director of re- 
search for the National Automo- 
bile Dealers Assn., talked of as 
many as 6,200,000 cars in 1957, 
compared with 5,800,000 in 1956. 

He said sales may run higher, 
however, since over 19,000,000 
persons cleaned up _ instalment 
debt on automobiles in 1955 and 
1956, with another 10,000,000 due 
to complete payments in 1957. 

There was a prediction of a 
15% increase in farm equipment 
sales from W. R. Noble, general 
counsel of the National Retail 
Farm Equipment Dealers Assn., 
while John A. Logari, president of 
the National Assn. of Food Chains, 
reported members of his associa- 
tion will open another 2,000 super- 
markets in 1957, approximately 
the same number that they added 
in 1956. 

The outlook for housing and for 
continuation of the boom in cap- 
ital goods was reported to hinge 
on availability of credit at reas- 
onable rates. With interest rates 
going up, home builders antici- 
pated their industry will be off to 
a slow start, while representatives 
of the capital goods industries ex- 
pressed fear that expenditures for 
plant and equipment may slow 
down in the second half of the 
year. 

John Dickerman, executive, di- 
rector of the National Assn. of 
Home Builders, observed, “We may 
not be as robust as we were in 
1955, but we are a long, long way 
from needing crutches.” 


Here’s how 
The King 
Uses Signs 


When signs are the main 
advertising medium for a 
roduct, you can bet your 
ts the sign program will 
be handled properly from 
start to finish. Read “Signs 
for the King Edward Cigars” 
in the January issue of AD- 
VERTISING REQUIRE- 
MENTS. 


It’s a typical highly-inter- 
that 


esting AR picture sto 
tells how Ring Edward’s na- 


tional highway sign program 
is run. Just one many 
special features in the Jan- 
uary issue that make AR 
almost indispensable to any 
adman who must keep posted 
on the latest developments 
in advertising production, 
promotion ch merchandis- 
ing. 

Clip coupon, attach $3, mail 
today for year’s (12 issues) 
trial. Money back anytime 
you're not satisfied. 


Advertising Requirements 
The Workbook oj Advertising 
Management 


200 E. Illinois St., Chicago 11, TU. 
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Defense Ofticials Tell House Group Some 
Companies Charge Off Ads to Government 


(Continued from Page 1) 
figure out ways of slowing down 
the turn-over of scientific per- 
sonnel.” 


® Col. Albert Fregosi, deputy 
chief, department ot defense pro- 
curement division, told the sub- 
committee his staff is completing 
a revision of cost principles for de- 
fense contracts which will seek to 
tighten up on the amount of ad- 
vertising allowed for recruiting 
personnel. 

He assured the committee that 
defense auditors were under in- 
structions to reject institutional ads 
as a cost in research and develop- 
ment contracts, although he con- 
ceded that a portion of the cost of 
the ads might be allocated to the 
contract if the company can show 
it was necessary in order to obtain 
personnel to fulfill the contract. 


# (Meanwhile it was learned to- 
day that Gen. Curtis LeMay, chief 
of the Strategic Air Command, has 
written the Ajircraft Industries 
Assn. to protest the flood of ads 
by aircraft companies in current 
issues of service periodicais which 
allegedly seek to lure trained per- 
sonnel from the Air Force into 
industry.) ° 

Col. Fregosi said the Defense 
Department is unable to write a 
rigid rule limiting the kinds of ads 
which are to be accepted for “re- 
cruiting” purposes. He said small 
companies which need only a few 
people obviously do not have to 
use national magazines. “It varies 
on a case by case basis.” 

“If the ad is run for specific 
types of men to perform a specific 
contract, the whole ad obviously is 
allowable,” he continued. 

“Subject to the rule of reason, 
when other situations arise, we 
must ask: Was the cost of the ad, 
the medium used, one that should 
have been used in the given in- 
stance?” 


® Pressed by committee members 
for more specific information, he 
said: he would not have paid for a 
spread in the December Scientific 
American which makes only pass- 
ing reference to GE’s job opportu- 

‘ nities for engineers. He added that 
he has no knowledge that GE in- 
tends to ask the government to 
pay any portion of the cost of the 
ad, but he promised to provide. the 
subcommittee with a full report 
on past GE claims for recruiting 
expense. 

At one point Rep. August E. 
Johansen (R., Mich.) interjected, 
“I am not suggesting that the re- 
cruitment purpose is ‘wrong, but a 
vast institutional advertising pro- 
gram under the guise of recruit- 
ment is certainly highly dubious.” 


® Earlier, Rep. Davis pointed out 
that the subcommittee is concerned 
about reports of unusual turn-over 
among scientific personnel in gov- 
ernment and in defense plants. He 
pointed out the government could 
hardly hope to retain trained per- 
sonnel if cost-plus contractors use 
government-paid advertising to 
lure them away. 

Col. Thompson expressed confi- 
dence that the Air Force is weed- 
ing out most claims for ads which 
are largely institutional since most 
Air Force contracts are fixed price 
contracts, which require the con- 
tractor to pay overhead items out 
of funds which he could otherwise 
retain as profit. 

“If the pricing isn’t tight enough 
so that they are able to do unusual 
and lavish advertising, we try to 
whittle down the price in subse- 
quent negotiations,” he said. 


s His suggestion that contractors 
might be required to label their 


ads “Not paid for by the govern- 
ment” came after Rep. Davis of-| 
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fered a similar plan. The congress- 
man proposed that recruiting ads 
charged to defense contracts carry 
language specifying the contract 
number, plus the statement, “Cost 
of this advertisement is charged to 
the taxpayers.” 

Col. Thompson said the recruit- 


ing advertising plan started out in- 
nocently with companies using ads | 
devoted solely to recruiting. The} 
problem became complicated, he| 
said, when they developed combi-| 
nation ads which were largely | 
institutional advertising, with a| 
smattering of recruiting. 


® Rep. H. R. Gross (R., Ia.) read} 
from a GE ad in Air Force Times| 
which said, “When you leave the} 
service, don’t settle for less than 
a promising career with this out-| 
standing company. Jobs now open | 
with GE’s naval ordnance depart- 
ment are the kind you have been 
watching for.” 

He asked Col. Thompson, “How 
must Gen. LeMay feel when he 
sees an ad telling his personnel 
they are heels and don’t recognize 
their opportunities for getting out 
and joining an aircraft company?” 


Reps Do Slow 
Burn Over NBC 
News Spot Plan 


(Continued from Page 1) 
ing to approve the new contracts 
that would clear the way for the 
Bristol-Myers order: 

1. If stations thought news on 
the hour was the right format for 
them, they would have been carry- 
ing it already. 

2. It is “economic suicide.” Sta- 
tions will have to throw out exist- 
ing business to make way for busi- 
ness on which they would get 
practically no returns. 

3. Stations have obligations to 
longstanding clients who will have 
to be asked to give up their fran- 
chises—some of which have been 
held for as long as 20 years—to 
make way for another advertiser. 

Nonetheless, this rep sees a cer- 
tain number of stations going along 
with the network (1) because they 
see this as NBC’s “last gasp effort” 
in radio and (2) because they don’t 
want to jeopardize their relation- 
ship with NBC-TV. 


® The coercion charge, as relates 
to stations, with joint radio-tv op- 
erations, was made even more 
pointedly by the SRA, which said 
in a bulletin to members: 

“The question being asked is 
‘Why do the affiliates say yes to 
such a plan?’ Perhaps the answer 
in most cases is wrapped up in an 
NBC-TV affiliation, or in other 
cases, a long hoped for tv affilia- 
tion. If further proof is needed that 
NBC really wields a club over the 
heads of many of its affiliates, per- 
haps this is it. Unless there are 
hidden factors in the formula for 
figuring revenue, not one station 
on the list has anything to gain by 
this deal, including the NBC owned 
stations, and radio, the advertising 
medium that has been undersold 
for the past 30 years, is again con- 
fronted with another’ cut-rate 
proposition at the hands of a net- 
work.” 


® Another major representative, 
which has advised its stations 
against accepting the Bristol-My- 
ers business, characterized NBC’s 
latest effort as the “rape of radio.” 
He asserted: 

“It will be a very bad thing if 
NBC coerces stations into giving 
up their five-minute news periods 
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Peterson Valenstein 


TABLE HOPPING—Talking it over at Grey Advertising’s 
second annual management conference at New Hope, 
Pa., are Larry Valenstein, chairman; Arthur Fatt, 


t 
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Fatt 


Richer Kay 


president; Samuel Kay, comptroller; Leroy Block 
and Edmond Richer, vps and account supervisors, 
and H. Peterson, 


who will join Grey in January. 


—one of the best commodities they 


have had over the years—for a 
deal that adds up to only $4,200,000 
a year. This kind of money isn’t 
going to make NBC well and it 
won’t return anything to speak of 
to the stations.” 

However, he predicts that NBC 
will get fairly good clearances for 
the newscasts, with some big sta- 
tions going along because of tele- 
vision. 


“CLEARANCES ARE 
MUSTS’: SARNOFF 

MIAMI Beacu, Dec. 14—In the 
only open business session at NBC’s 
30th anniversary celebration, net- 
work executives today appealed to 
radio affiliates to provide clear- 
ances for the “news-on-the-hour” 
schedule that is set to start Jan. 14, 
with Bristol-Myers as co-sponsor. 

“I don’t have to tell you,” said 
President Robert W. Sarnoff, “that 
we must have clearances. If we 
don’t have clearances, we don’t 
have a network. And if we don’t 
have a network, we’re not in busi- 
ness.” 


® Earlier NBC released a state- 
ment denying the Station Repre- 
sentatives Assn.’s charge that some 
stations feel impelled to go along 
with the plan because of their de- 
sire to protect their television af- 
filiations. 

Mr. Sarnoff’s appeal was echoed 
by Matthew J. Culligan, head of 
NBC Radio, who said the Bristol- 
Myers order had arrived with a 
few “claws” as a result of stories 
that had been spread by outsiders 
trying to protect their own in- 
terests. He characterized these 
“claws” as “not serious” and “ca- 
pable of being worked out, if we 
get the clearances.” 


® One of these “claws,” he noted, 
is a specification that Bristol-My- 
ers be notified by Jan. 14 or at a 
later specified date. 

Mr. Culligan said he has had 
correspondence from 120 of 197 af- 
filiates relating to the revised con- 
tract that is required to make the 
changes in option time provisions. 
Nobody has refused to sign, he 
said, though a great many have 
indicated that they have local 
problems that will take some time 
to work out. 


Scott Paper Adds to CBS 

Scott Paper Co. has increased 
its advertising over CBS Radio 
by adding eight seven-and-a-half 
minute segments in five daytime 
programs for 52 weeks, beginning 
Jan. 1. Cut-Rite wax paper and 
Waldorf bathroom tissue will be 
advertised. J. Walter Thompson 
Co., New York, is the agency. 


Michael Roche, 56, 
Lever Ad Exec, Dies 
After Brief Illness 


New York, Dec. 13—Michael J. 
Roche, 56, general manager, cor- 
porate advertising services division 
of Lever Bros. Co., died today in 
New Rochelle Hospital after a brief 
illness. 

Mr. Roche was with Lever for 
more than 36 years, 32 of them in 
advertising work. Born in Boston, 
he attended the Bentley School of 
Accounting and in 1920 joined Le- 
ver Bros.’ accounting department. 
Four years later he became a mem- 
ber of the company’s advertising 
department, where he installed a 
new accounting control system. 

Mr. Roche’s career paralleled 
the history of the company’s ad- 
vertising and the rise of radio and 
television as mass consumer media. 
He successively became advertising 
office manager, brand manager for 
Lux flakes and toilet soap, radio 
manager, assistant advertising 
manager, and general advertising 
manager. 


® In 1934 he was responsible for 
the start of the “Lux Radio Thea- 
ter” on the CBS radio network. Mr. 
Roche was also a pioneer in the 
development of television as an 
advertising medium. Before World 
War II, he worked closely with 
DuMont in experimenting with tv 
programs and commercials when 
there were only 250 tv receivers in 
the New York area. 

In 1953 he was made responsible 
for the purchase of all newspaper 
and magazine space, and broadcast 
time and programs as well as the 
selection of premium buying for 
the company. He became head of 
the newly created corporate adver- 
tising services, which he organized, 
in July of this year. 

Mr. Roche was active in the 
Assn. of National Advertisers and 
the American Assn. of Soap & Gly- 
cerine Producers. He was also a 
trustee of the Bentley School of 
Accounting & Finance, Boston, and 
held a certified public accountant’s 
license in Massachusetts. He was 
past grand knight of the Boston 
council of the Knights of Colum- 
bus. 


KENNETH STRACHAN 

Burra.o, Dec. 11—Kenneth Stra- 
chan, 56, secretary-treasurer of 
Baldwin, Bauers & Strachan, Buf- 
falo advertising agency, died Dec. 
5 in Buffalo General Hospital 
after a long illness. He was widely 
known in the field of advertising 
and sales management. 

Mr. Strachan was born in Brook- 


lyn and was graduated from New 
York University, where he studied 
advertising and marketing. 

He joined the staff of McCall’s 
as an assistant circulation manager. 
Later he founded the direct mail 
advertising division of McGraw- 
Hill Publishing Co. and became a 
member of its marketing staff. 


® He came to Buffalo in 1929 as 
sales promotion manager of the 
Pierce Arrow Motor Car Co., later 
becoming assistant general sales 
manager and a director of the 
company. 

In 1934 he and William Baldwin 
formed Baldwin & Strachan Ad- 
vertising Agency, which later be- 
came Baldwin, Bauers & Strachan, 
with the addition of Everett L. 
Bauers as a partner. 


ELMER HARRIS DOE 

LOUISVILLE, Dec. 11—El]mer Har- 
ris Doe, 71, senior partner of Doe- 
Anderson Advertising Agency here, 
died today following a cerebral 
hemmorhage. 

Mr. Doe came to Louisville in 
1915 from New York, where he 
had been associated with J. Walter 
Thompson Co. He established El- 
mer H. Doe Advertising Agency. 
About 10 years ago he formed a 
partnership with Warwick Ander- 
son, who had been associated with 
him previously. 

Mr. Doe, born in Elizabeth, N.J., 
attended Dartmouth College and 
Columbia University. 


EDWARD J. KIESLING 

Cuica@o, Dec. 11—Edward J. 
Kiesling, 62, director of printing 
for Russell T. Gray Inc., died of 
cancer Dec. 8 in Belmont Commu- 
nity Hospital. He had been ill about 
a year. Mr. Kiesling joined the 
Gray agency in 1929 as production 
manager. He left Gray in 1948 and 
sold printing for E. Raymond 
Wright Inc. and rejoined the agen- 
cy in 1951. Before coming to Gray, 
Mr. Kiesling worked for the old 
Commercial Art Engraving Co., 
forerunner of Marsteller, Rickard, 
Gebhardt & Reed. He lived in sub- 
urban Elmhurst. 


DAVID H. BRILLHART 

BETHLEHEM, Pa., Dec. 11—David 
H. Brillhart, chairman of the board 
of the Bethlehem Globe Publishing 
Co., died here yesterday after a 
long illness. He was 71. 

Mr. Brillhart was also chairman 
of the board of the Union Bank and 
Trust Co., Bethlehem, a director of 
several railroads and of the Penn- 
sylvania Power & Light Co. He was 
vp and a director of the Press Pub- 
lishing Corp., Atlantic City, and 
a former president of the Bethle- 
hem Hotel Corp. 
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Advertising Age, December 17, 1956 


‘Look’ Gets ‘Collier's’ as 
C-C Folds Magazines 


(Continued from Page 1) 
publishing and sales operation 
which employs about 2,000 people.” 
(Some 2,400 employes of Crowell- 
Collier will be affected by the 
magazines’ folding, and a Crowell- 
Collier placement bureau has been 
established, to be in operation Dec. 
17. The company has asked the 
help of Look and other magazines 
in placing the employes affected.) 

Mr. Cowles’ announcement in- 
cluded the following points: 


e Cowles Magazines will handle 
the obligation to fulfill the unex- 
pired portion of Collier’s subscrip- 
tions. Each subscriber will be of- 
fered the choice of Look or any of 
several other magazines. Any sub- 
scriber requesting a cash refund 
for the unexpired portion of his 
Collier’s subscription will receive 
a refund check. (About $18,000,000 
is believed to have been paid into 
Crowell-Collier coffers by sub- 
scribers to the two magazines. How 
much of this amount belongs to 
Collier’s has not been announced.) 


e Certain popular Collier’s fea- 
tures will be added to Look, but 
Look’s editorial formula will not 
be changed. 


e Crowell-Collier is making its 
own arrangements with other pub- 
lishers for the fulfillment of Wom- 
an’s Home Companion subscrip- 
tions. (Nothing was said about the 
Companion title.) 


e Look acquires Crowell-Collier’s 
reader service and will continue 
it under a newly organized corpo- 
ration, Reader’s Service Corp., and 
also is acquiring the C-C educa- 
tional division. 


# In his statement Mr. Smith 
said: “Increasing costs and declin- 
ing revenue finally made the ac- 
tion necessary in order to continue 
the profitable arms of the enter- 
prise. 5s 

“This year,” he said, “the mag- 
azines lost more than $7,500,000. 
The company will have a loss of 
about $2,500,000. In addition, we 


have raised more than $10,000,000 | 


in the past two and one-half years 
in an effort to solve the problems 
of the magazines. 

“Our magazines achieved a dis- 
tinguished editorial rejuvenation, 
but advertising revenues failed to 
follow to the extent necessary. Ad- 
ditional financing of the right 
dimensions simply was not possible 
on any basis that would support 
the magazines. 

“The stockholders in our com- 
pany number more than 7,000, and 
it is the primary duty of their 
board and chief executive officer 
to protect their investment,” Mr. 
Smith said. 


s Earlier this week the Crowell- 
Collier board had been enlarged 
from nine to 14 members, with the 
addition of a group headed by J. 
Patrick Lannan, partner in Knee- 
land & Co., an investment house, 
who also was named chairman of 
a newly created executive commit- 
tee. 

Mr. Lannan’s name publicly en- 
tered the Crowell-Collier picture 
last summer. At that time he was 
described as one of three Chicago- 
ans who were said to have sub- 
scribed about one-fourth of an in- 
vestment of some $3,000,000 in 
Crowell-Collier. The other two 
Chicagoans were S. James Crow- 
ley, head of S. J. Crowley, manu- 
facturer’s broker, who now be- 


comes a member of the board, and 
Joseph E. Dempsey, head of Demp- 
sey & Co., investment house. 

Last July, Paul Smith, president 
of Crowell-Collier, announced that 
his board of directors would be re- 
duced from 17 members to nine. At 


the same time, he said, his company 
was offering an issue of $3,000,000 
in convertible debentures. The 
money was to be used to “provide 
additional working capital for a 
period of ten years.” 


® The bonds, continued Mr. Smith, 
were placed privately with about 
25 investors. Representing the in- 
vestor was Elliott & Co., broker- 
age company here. Elliott was said 
to hold a two-year option to buy 
200,000 shares of the 400,000 shares 
of Crowell-Collier common stock 
then owned by Publication Corp., 
a printing company. Publication’s 
holdings of 400,000 shares were es- 
timated to represent 26% of 
Crowell-Collier’s outstanding com- 
mon stock. 

It was reported that Mr. Lan- 
nan’s appointment to the board and 
to the new executive committee 
signalized the fact that he would 
make a substantial new investment 
in Crowell-Collier. 


® The financial problems of Crow- 
ell-Collier (a week ago President 
Smith said it found itself “for the 
sixth time with a rugged cash 
problem”) were only a reflection 
of its magazine publishing prob- 
lems. For the first 11 months of 
the year, Collier’s was off 35.2 
pages from its 1955 pace, and 
Woman’s Home Companion was off 
82.8 pages. For the first ten months 
of this year, Collier’s carried 816.3 
pages against Look’s 1,306.6 pages; 
the Companion carried 457.1 pages 
in the same period against 1,243.8 
for Good Housekeeping, 1,017.9 for 
Ladies’ Home Journal, and 759 for 
McCall’s. 

In other words, while the maga- 
zines were off against their pace 
of last year—and their competitors 
generally showed gains—they also 
were carrying comparatively little 
volume by their competitors’ 
standards. 


# Also, when Paul Smith talked to 
reporters at the time of the folding 
of American Magazine in August 
he made clear that other magazines 
in the company still were losing 
money. 

The diverse opinion within the 
board of Crowell-Collier stemmed 
from the fairly well-known fact in 
the publishing business that the 
Crowell book business is steadily 
profitable. Hence, it had been ar- 
gued that if Crowell could dispose 
of its magazine business it would 
immediately find its way back into 
the black. 


s The average price of Crowell- 
Collier stock on the American 
Stock Exchange over the past 
seven years has been as follows: 
1950, $15.4; 1951, $13.4; 1952, $9.1; 
1953, $6.9; 1954, $6.5; 1955, $7.8; 
1956 (through November), $7.3. It 
closed Dec. 4 at 4%, and dipped 
to 4 Dec. 5. 

Sales since 1950 have been as 
follows: 1950, $63,300,000; 1951, 
$65,000,000; 1952, $68,100,000; 1953, 
$64,3000,000; 1954, $64,800,000; 
1955, $70,900,000; 1956, $77,000,060 
(estimated). Earnings per share 
during those years have been: 1950, 
76¢; 1951, 55¢; 1952, 5¢; 1953, a 
deficit of $2.59 a share; 1954, a 
deficit of $1.56 a share; 1955, 50¢; 
1956, nil. 

Comparative figures of C-C’s fi- 
nancial position in 1945 compared 
with 1955 reveal: 


1945 1955 
Sales (millions) $51.3 $70.9 
Profit Margin ... 24.2% 2.6% 
Working Capital 
(millions) ....$19.1 $13.0 
Book value ..... $8.10 $ 6.44 
Earnings 


Last Minute News Flashes 


Bryan Houston Gets Two Whitehall Test Products 

New York, Dec. 14—Whitehall Pharmacal Co., a division of Amer- 
ican Home Products Corp., has appointed Bryan Houston Inc. to handle 
two new products now in test markets. 


Taylor Is Named Vice-Chairman of FC&B 


New York, Dec. 14—Rolland W. Taylor has been elected vice-chair- 
man of the board of Foote, Cone & Belding. He rejoined FC&B as 
exec vp in December, 1955, after three years as vp in charge of adver- 
tising for Colgate-Palmolive Co. He will continue to act as manager 
of the agency’s New York office. 


Capwell Retires trom Browne Vintners Ad Post 

New York, Dec. 14—Earl W. Capwell, advertising manager since 
1946 of Browne Vintners Co., wine and spirits import division of 
Seagram Distillers, will retire Jan. 1. No successor has been named. 


7-Crown Is Top ‘56 Brand; Old Crow Passes Imperial 


New York, Dec. 14—Beverage Times will predict next week that 
Seagram’s 7-Crown will top liquor industry competitors in 1956, with 
sales of 7,000,000 cases, compared with about 6,500,000 in ’55. Second 
place will be captured by National Distillers’ Old Crow, with 2,000,000 
cases, compared with about 1,700,000 in '55. Schenley Reserve and 
Hiram Walker’s Imperial, it is predicted, will crowd each other for 
third place, both with sales close to 1,900,000 cases, compared with 
1,800,000 and 2,000,000 respectively in ’55. 


Philco Radio Appoints Kane; Other Late News 


e John J. Kane, formerly an account executive with Hutchins Adver- 
tising Co., Philadelphia, has been named advertising and sales pro- 
motion manager of Philco Corp.’s radio division. He will be responsible 
for advertising and sales promotion activities for Philco home radios, 
phonographs, high fidelity instruments and tape recorders. 


e Bon Ami Co., New York, will run a series of b&w pages in the 
Reader’s Digest, starting in January, emphasizing that its Bon Ami 
cleanser does not contain the harsh scouring particles found in “‘most 
of today’s so-called ‘speedy’ cleaning powders.” The company is using 
laboratory reports from the U. S. Testing Co. to prove its slogan: 
“Hasn’t scratched yet.” Ruthrauff & Ryan is the agency. 


e Baby Post, New York, effective with the January issue, will increase 
its b&w page rate from $1,525 to $3,300 ahd its four-color rate from 
$3,025 to $5,750. The circulation guarantee will be advanced from 
300,000 to 750,000. 


e Dewey H. Neal, with Farmer-Stockman, Oklahoma City, for 32 
years, is resigning as advertising manager of the magazine to go into 
merchandising. He will announce details of his plans later. 


e Grove Laboratories, St. Louis, has bought Harrison Products, San 
Francisco, maker of the proprietary caffeine product, NoDoz Awaken- 
ers. It will be operated as the Harrison Products division of Grove. 
Advertising, “for the present,” will continue with Sidney Garfield & 
Associates. Mr. Garfield is one of the former stockholders of Harrison. 


e Al Stokman, advertising sales manager of the St. Louis Globe- 
Democrat, has been promoted to the post of advertising manager. He 
succeeds E. G. Hoffsten Jr., who moved into the ad directorship va- 
cated when Wilson Condict took over as advertising manager of all 13 
Newhouse newspapers (AA, Nov. 26). 


e Edwart T. Thompson, associate managing editor of Chemical Week, 
has been named promotion and research manager of Chemical Week 
and Chemical Engineering. He succeeds Theodore Atwood, who re- 
signed. Mr. Thompson joined McGraw-Hill Publishing Co. in 1952 as 
assistant editor of Chemical Engineering after four years of engineer- 
ing work with Socony Mobil Oil Co. He became associate managing 
editor of Chemical Week last January. 


e Dole Hawaiian Pineapple Co., San Jose, Cal., is introducing two 
new products with new flavors (AA, Oct. 1). Both bearing the Dole 
label, frozen pineapple-grapefruit juice and pineapple-orange juice 
will be introduced in the New York metropolitan market in mid-Jan- 
uary. Foote, Cone & Belding will handle the advertising. 


e Exeter Mfg. Co., Exeter, N.H., will announce Monday, Dec. 17, that 
it has named Chambers & Wiswell, Boston, to handle advertising for 
its industrial glass fabrics division. 


e Sawyer-Ferguson-Walker, newspaper representative, has been 
named to handle the Montana Standard, Butte-Anaconda, effective 
Feb. 1. It succeeds Jann & Kelly. S-F-W will open a Seattle office in 
the next couple of months and has named Paul Radcliff of its San 
Francisco office to head it. 


e George M. Newell, formerly San Francisco ad manager of Time 
International, has been promoted to Pacific Coast advertising manager. 


Dividends P. P. Mast, John L. Crowell and 
per share ....$ 1.50 none | T. F. Kirkpatrick. 
Dividend Yield .. 5% none In 1886, the name was expanded 


® Peter Fenelon Collier, an Irish 
immigrant, started Collier’s in 
1888. At the outset it was called 
Once a Week. In 1895 the name 
was changed to Collier’s Weekly. 
By 1905 the magazine had a cir- 
culation of 548,000. 

The Crowell-Collier Publishing 
Co. acquired Collier’s in 1919— 
when the circulation was just 
above 1,000,000. Crowell also got 
the P. F. Collier & Son co-op book 
business, which had been launched 
in 1879. 

Woman’s Home Companion was 
started in Cleveland in 1873, under 
the name Home Companion. Ten 
years later—when its circulation 
was 18,000—it was purchased by 


to Ladies’ Home Companion, and 
11 years later, as a 32-page book, 
it was renamed Woman’s Home 
Companion. By July, 1899, circula- 
tion was at 325,000. 


® In 1902, Crowell acquired the 
company that published the Com- 
panion, and the name became the 
John S. Crowell Publishing Co. 
This company subsequently ac- 
quired Collier’s and American 
Magazine. 

Between 1912 and 1941—the 
period of Gertrude B. Lane’s edi- 
torship—the Companion went from 
788,000 to 3,600,000 in circulation. 
In 1939 the name of Companion’s 
parent became the Crowell-Collier 
Publishing Co. 


ALL NEW—Packaged in a plastic 

bubble, Johnson & Johnson intro- 

duces its new 59¢-sije First Aid 

Cream Jan. 15 in this newly de- 
signed wire rack. 


Kidnap Trial May 
Bring Test of TV 


‘Press Freedom’ 


San Dieco, Dec. 13—The televi- 
sion medium may get a court test 
here of.its rights and duties under 
both the first and sixth amend- 
ments to the Constitution. 

If the case comes off the de- 
fendants probably will be the 
Wrather-Alvarez station, KFMB- 
TV, and its local newscaster, Har- 
old Keen. The question will boil 
down to the station’s rights as a 
member of the press, on the one 
hand, and a criminal trial defend- 
ant’s right to judicial process, on 
the other. 

The issue came up this way: Last 
Monday, Mr. Keen interviewed two 
prosecution witnesses in the sen- 
sational trial of Ruth Latham, 
charged with kidnapping and at- 
tempted murder. The interview 
came after the witnesses had testi- 
fied and had been, according to 
the station, “excused” from the 
trial. 


® Next day, Superior Judge John 
A. Hewicker threatened to cite the 
broadcaster for contempt of court 
if he interviewed any more wit- 
nesses. The interviews are being 
shown on a “People in the News” 
program which specializes in cov- 
ering people who figure in the 
dramatic news events of each day. 

In anticipation of the threatened 
contempt-of-court fracas, | Mr. 
Whitney and legal counsel of the 
National Assn. of Radio & Televi- 
sion Broadcasters in Washington 
have launched a study “to deter- 
mine whether infringement of 
Constitutional privileges is in- 
volved.” 


Kayser Push Based 
on ‘History’ Aims 
at 30% Sales Boost 


New York, Dec. 14—Julius Kay- 
ser & Co., at its general sales meet- 
ing this weekend, will announce a 
stepped-up ad program tc heip 
achieve its 1957 goal of a 30% 
over-all sales increase on its lines 
of women’s and children’s clothing. 

Kayser’s current “history-mak- 
ing” campaign will serve as a pat- 
tern for all of the company’s 1957 
advertising, according to Jane 
Trahey, director of 425 Associates, 
agency for Kayser advertising. 

The bearded 19th-century gents 
featured in the ’56 campaign will 
be replaced by history-making 
ladies of the same vintage, to be 
selected from the more than 2,300 
entries in Kayser’s wags & wits 
contest which was promoted in the 
Nov. 3 issue of The New Yorker. 

The use of printed media will 
be extended, Miss Trahey told AA. 

The format of all Kayser adver- 
tising will continue to be used in 
point of sale displays, special pro- 
motional packaging and other aids 


provided for retailers 
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Simplicity Pattern Deemphasizes TV; 
Sets Testimonial Push in Print Media — 


(Continued from Page 2) 
names each woman, tells what city 
she lives in, her husband’s occupa- 
tion and a few other personal de- 
tails, along with each woman’s 
reasons for using Simplicity. 


= Among the “many good reasons” 
mentioned are: “So easy to use,” 
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FARM FOLK—This b&w page pictur- 
ing three farmers’ wives is sched- 
uled for the January Farm Journal 
in the Simplicity pattern campaign 
which features each ad specifically 
tailored for the magazine in which 
it is scheduled. Grey Advertising, 
New York, is the agency. 
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“directions so complete,” “always 
sized correctly,” “styling is in the 
most impeccable taste, always,” | 
and “I get more for my money.” 

The women were located in a. 
pattern survey made by the com-— 
pany’s agency, Grey Advertising, | 
and the women’s comments were 
gleaned from the survey results. | 

Starting with January issues, the | 
ads (all b&w) will appear on al 
scattered schedule in American. 
Girl, Everywoman’s Magazine, 
Family Circle, Farm Journal, Good 
Housekeeping, Harper’s Bazaar, 
Parents’ Magazine, Seventeen and 
True Story. 

Each ad has been specifically 
tailored for each magazine. For ex- 
ample, the ads for American Girl 
and Seventeen picture high school 
and college girls; the Parents’ ad 
features an expectant mother, a 
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mother of two and a mother of two maa === [ase 
sets of twins. — 

® The Farm Journal ad shows (1) | =— ==] == 
the wife of a Tennessee county oS dee 
agent, pictured in the barnyard er tt ee 
with her family, (2) an Iowan in| best}ene= pe} 


her big farm kitchen serving up a 
big slice of apple pie, and (3) a 
Connecticut farmer’s wife, pic- 
tured with two of her children) — 
perched in a weeping willow tree. <wene = 
This print campaign is in addi- — 
tion to Simplicity’s tv schedule, 
which includes the NBC-TV trio of 
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Industry Plans More Capital Spending— 
But Not So Much More, McGraw-Hill Finds 


New York, Dec. 12—American 
industry in 1957 plans to increase 
capital spending for plant expan- 
sion 11%, compared with an in- 
crease of 21% in 1956. Plans for 
new plants and equipment total 
$40.2 billion for all business. 

In manufacturing the total is 
up 14%, compared with a jump of 
34% in 56. Commercial businesses, 
mining, the oil industry and rail- 
roads also plan a slower rate of 
increase in ’57 compared with 56. 
But utilities are accelerating their 
spending, with a planned increase 
in ’57 of 25%. 

These figures were released to- 
day by Dexter M. Keezer, direc- 
tor, economics department, Mc- 
Graw-Hill Publishing Co. ~The 
company’s annual year-end sur- 
vey of capital spending by indus- 
tries indicates that about two- 
thirds of the companies surveyed 
plan te maintain or increase 
spending from the 1957 level. 
About 30% expect a decline. 


a “Advance plans in manufactur- 
ing,” Dr. Keezer said, “do not ap- 
pear as strong for ’58 as they were 
a year ago for ’57. Last fall, 74% 
expected to maintain or increase 
spending in '57; only 26% planned 
to cut. Now 32% plan to cut.” 

The latest McGraw-Hill survey 
shows that business expects the 
prices paid for new plants and 
equipment to be about 6% higher, 
on the average, in ’57 than in ‘56. 
Thus, the increase in physical 
volume of plant and equipment to 
be installed in ’57 will be about 
5%, according to present plans. 

The survey also notes that dif- 
ficulties in construction and deliv- 
ery of equipment have delayed 
some 1956 expenditures until 1957. 
In some industries, a part of '57 
spending is being re-scheduled for 
1958. 


ditions, it is pointed out, have been | 


important in a number of cases. | machinery 
But the main effect has been to chemicals and rubber industries 
stretch out plans for expenditures. ' are scheduling higher expenditures. | 


Cash shortages, resulting from ‘laneous consumer goods such as 
lower profits and tight credit con- | apparel and furniture. 


“Home,” “Today” and “Tonight,” = 

plus a teen age program, “The Ted | LEASE-PURCHASE—Response to this 

Steele Show” (WOR-TV). vertical half-page, used in six 
newspapers by General Services 
Administration to promote its 


lease-purchase program, may cause 

GSA to expand the ad effort. Er- 

nest S. Johnston Agency, Wash- 
ington, placed the ad. 


Success of First 
Ad Encourages 
New GSA Effort 


(Continued from Page 2) 
eralized the lease-purchase con- 
tract terms. Then it decided to use 
large-space newspaper ads _ to 
make sure investors were properly 
informed about the kind of deals 
that lease-purchase involved. 

The ads outlining eight projects 
ran in the national edition of the 
Wall Street Journal, the New York 
Journal of Commerce, the New 
York Times, the Omaha World- 
Herald, Atlanta Constitution and 
Journal and Los Angeles Times. 


Very few cancellations have been 
reported, the survey says. 


s “The weakest sector, in terms 
of plans for 1957,” the report says, 
“is commercial business. Despite 
higher prices for construction and 
equipment, scheduled expenditures 
are up only 3%, indicating a de- 
cline in physical volume of invest- 
ment. 

“Department stores and chain 
stores report that plans for next 
year are down, particularly plans 
for stores in large shopping cen- 
ters. However, smaller shopping 
centers, supermarket construction 
and various other small stores 
still show some increases for 1957. 
Expenditures on office buildings 
are also continuing at a high level, 
and spending on office and store 
equipment by banks, insurance 
companies and other big users con- 
tinues in a steady uptrend. 

“A relatively large number of 
chain stores,” the report says, “ex- 
pect to spend more in 1958 than in 
1957, resuming expansion as mort- 
gage credit becomes available. 

“In the past,” the report con- 
cludes, “each great wave of com- 
mercial building has been followed 
by a severe and prolonged decline. 
But present plans indicate only a 
brief readjustment in the making.” 


s By yesterday noon, 57 written 
inquiries had been received, plus 
three long distance telephone calls. 
While the inquiries themselves 
have been encouraging, officials 
caution that the success of the ad 
will not be known until the bids 
are received and officially opened 
Dec. 20 and 28. If the response is 
satisfactory, GSA is ready to press 
ahead with 90 other projects which 
already have been approved. 

The half-page ad was placed by 
Ernest S. Johnston Agency, Wash- 
ington. GSA estimated the expen- 
diture amounted to roughly $11,- 
000. If similar ads ere used for the 
remaining 90 projects, total ex- 
penditures might range between 
$50,000 and $100,000. 


= In the transportation field, the 
continuing re-equipment program 
of the airlines and the merchant 
ship program are both still on the 
rise, it was found. “However, over- 
the-road trucking companies will 
spend less in ‘57, with many re- 
porting difficulty in obtaining 
credit to finance truck purchases.” 

Other industry segments expect- 
ing lowered capital spending in 
"57 are the auto industry and com- 
panies making residential build- 
ing materials, textiles and miscel- 


® Small-space ads placed by the 
GSA information office were used 
during some of the test offerings 
last summer. GSA said experience 
showed it was more convenient to 
use an agency, even though GSA 
itself continues to participate in 
the preparation of copy and layout. 

The ad is aimed at banks, in- 


On the other hand, the steel, 
electrical machinery, 


Advertising Age, December 17, 1956 


Public Reception of New York Auto Show 
Adds Fuel to Car Makers’ Sales Optimism 


(Continued from Page 3) 
flected a similar view. 

(For another aspect of the sales | 
picture for ’57 cars, see “In Wash- 
ington,” Page 62.) 

Heavy advertising coverage for 
the show—to the tune of $100,- 
000—blanketed the metropolitan 
area. Spot radio and tv got the) 
largest slice—about $53,000. 

All of New York’s major news- 
papers and many others in West- 
chester County and northern New 
Jersey last Sunday carried special 
supplements devoted to the first 
national auto show held since 
1940. Newspaper linage amounted 
to $47,000. In addition, some $7,000 
in space was taken in Cue, Play- 
bill and The New Yorker. 


= At the show—designed primari- 
ly to whet the appetite of the pub- 
lic and not thought of as an on- 
the-spot sales vehicle—sales on the 
first full day of business totaled 
$350,000, according to a survey 
of auto manufacturers’ sales repre- 
sentatives. 

A. F. Ritter, Atlantic region sales 
manager for GM’s Chevrolet divi- 
sion, said he was “very pleased 
with the reaction to the show. 

“In the first three days we've 
had 297 people give their names to 
salesmen as wanting to buy,” he 
said. 

Several reasons were cited for 
the industry's optimism. Auto mak- 
ers expect thousands to enter the 
market as first-time buyers. In 
addition, they expect at least 3,- 
500,000 autos to be scrapped. An- 
other cause for jubilation was that 
manufacturers are starting the 


1957 year with virtually no inven- 
tory problem. 


s Many industry sources feel the | 


6,500,000 projected figure for 1957 | 
| passenger cars in November broke 


is conservative. Some say it will 
come closer to 7,000,000 units, 
which is a more significant dif- 
ference than appears on the sur- 
face. It amounts to $1.5 billion in 
sales. 

In view of what has been spent 
on expansion and retooling—since 
World War II GM has spent $5.2 
billions, and on the new Edsel 
model alone (to appear late in ’57) 
Ford has spent $250,000,000—this 
will make a considerable differ- 
ence in the net profits column. 


Cause for additional optimism 
among manufacturers has been an) 
actual shortage of new cars at the 
opening of the new model year. | 
Mr. Colbert said Chrysler is un- 


able to meet the demands coming 
to Detroit, with orders exceeding 
delivery by over 100,000. Failure 
to meet the demands, according 
to industry sources, has stimulated 
greater sales. 


s Equally important in the opti- 
mistic forecast are the radical de- 
sign changes in the new models. 
The lower-longer look, with mas- 
sive-appearing grilles and bump- 
ers and soaring rear tail fenders, 
has considerably improved eye- 
appeal. Nearly all the makers have 
broadened the use of power-op- 
erated accessories, power brakes 
and steering, in addition to in- 
creasing the wheel base. 

Along with higher manufactur- 
ing costs, the refinements have 
tacked higher costs onto each car, 
ranging from $2 to $650. 

Despite the fact that Ford and 
Chevrolet have accounted for ap- 
proximately 50% of the industry's 
output and sales, many people in 
the industry feel the car to watch 
as being “quite. a comer” is 
Chrysler’s new Plymouth. 

As for the show, which is ex- 
pected to become an annual affair, 
the cost has been estimated at $11,- 
500,000. Handling publicity is Cun- 
ningham & Walsh, New York. All 
of the 1,500 tons of scenery, design 
and equipment were made in De- 
troit by George P. Johnson Co. 

According to Lee Jupiter of 
C&W, it took 600 men to install 
the show’s decorations. Some 12,- 
000 yards of metallic fabric, three 
miles of white cotton rope, more 
than 67,000 linear feet of lumber 
and 100,000 square feet of ply- 
wood and masonite were used in 
the staging. 


FORD SETS RECORD 
Detroit, Dec. 12—Sales of Ford 


all records for the month in the 


| 53-year history of the Ford Motor 


Co., said General Manager Robert 
S. McNamara. 

While the exact figure was with- 
held, it surpassed the previous No- 
vember peak of 131,675 cars sold 
in November, 1955. 

Mr. McNamara will confer Fri- 
day and Saturday with the Ford 
dealer council, reportedly on revi- 
sion of the controversial co-opera- 
tive advertising program. 

The Ford dealer policy board is 
understood to be studying amend- 
ments to its dealer contract for 
announcement after the first of 
the year. 


surance companies, pension funds, 
trust administrators and others. 
It is headlined, “Sound invest- 
ments... Backed by the U. Ss. 
government.” The copy outlines | 
briefly a new tri-party purchase | 
contract agreement which relieves | 
investors of any obligation in oon | 
nection with ownership, mainte-| 
nance, real estate taxes, and haz-) 
ards. 

The eight projects mentioned in| 
the ad are in widely separated | 
parts of the country, representing | 
investments ranging from $500,000) 
to $10,000,000. A special bold-face | 
box promises that more projects, 
involving $700,000,000 of invest- 
ment opportunities, “will be avail- 
able soon.” 


s The lease-purchase program, 
planned to complete construction 
of badly needed public buildings 
with minimum investment by the 
Treasury, had been on dead center 
after the disappointing response to 
early offerings. GSA officials de- 
cided the contract itself needed 
revisions, and there were reports 
from financiers and others that 
the 4% return offered by the gov- 
ernment was not overly attractive 
in the current competitive market 
for investment funds. 


Besides offering many con- 
cessions relieving investors of re- 
sponsibility for operating and 
maintaining the buildings, the new 
contract provides that the govern- 
ment will pay a penalty if it choos- 
es to exercise its option to buy the 
building prior to the expiration of 
the lease. 


Weinand Acquires Publication 


On Jan. 1, Western Farm 
Equipment, published by King 
Publications Inc., San Francisco, 
will be taken over by Ernest 
Weinand, 251 Kearny St., San 
Francisco, publisher of Western 
Fruit Grower. At the same time 
Wines & Vines, published by Mr. 
Weinand, will be taken over by 
Irving Marcus, now editor of the 
magazine. Mr. Marcus will pub- 
lish Wines & Vines from offices 
in the De Young Bldg. The entire 
editorial staff of Western Farm 
Equipment will move over to the 
Weinand publishing company. 


Intaglio Names McMichael 
Nelson McMichael, formerly 
with Curtis Publishing Co., has 
been appointed sales representa- 
tive in the Philadelphia area for 
Intaglio Service Corp., New York. 
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JERRY DOYL=— 


You Can’t tell the Players without a scorecard! 


Only one Philadelphia daily newspaper gained retail adver- 
tising linage in the first 10 months 1956. Can you name it? 

Hint. 

It was the same paper that gained circulation, while one daily 
was barely holding its own and the other was skidding badly. 


Retail Linage Scorecard (Firs: 10 months 1956-55) 


EVENING 
Bulletin 
LOSS 
378,971 


MORNING 
Inquirer 


LOSS 
383,464 


REPRESENTED BY: REYNOLDS-FITZGERALD 


New York + Chicago * Detroit » Syracuse * Atlanta. Los Angeles + San Francisco * Seattle + Philadelphia 


If you can’t guess . . . it was the red hot Philadelphia paILy 
NEws. Why not take a tip from smart local advertisers who are 
swinging to the DAILY NEWS because they see. more and more 
of their customers reading the NEws? Makes sales come alive in 
Philadelphia with Philadelphia’s fastest growing newspaper. 


Circulation Scorecard (oct. 1956-1955) 


EVENING 


Bulletin 


GAIN 
2,842 


COPIES 


MORNING 
Inquirer 
LOSS 


21,942 


COPIES 


PHILADELPHIA DAILY 


SS 
hak pie? 


/ 


NEWS | 
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Represented by Sawyer Ferguson Walker 
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